Direct Marketing System 

Procedures Manual 


Philip Morris?, Ui S, A. 

4QfSS3 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023048 



Philip Morris, U.S.A. 

Direct Marketing System 

Procedures Manual 

Table of Contents 


Introduction 

Chapter 1 Database Output 


Name Counts, Profiles and Selection 1.2 

Completing the Name Count and Profile Request 1.4 

Name Selection and Output Shipment 1.8 

A Word About Name Suppression 1.8 

Completing the Request for Name Pull 1.10 

Program Naming 1.12 

Program Numbering 1.13 

Program Phases 1.13 

Direct Marketing Profile Report Generation and Distribution 1.14 
Required Supplier Information 1.17 

Completing the Supplier Set-Up/Change Form 1.20 

Outbound Tape, Label and Galley Specifications 1.22 

Direct Marketing Label Report 1.25 

Tape Label Output Samples 1.26 

Output Problem Resolution 1.27 

Tape Return Policy 1.28 

Sample of the Tape Return Transmittal Form 1.29 


Attachment 1 - Direct Marketing Profile Report Sample 
Attachment 2 - Short (220 Byte) Output Record Layout 
Attachment 3 - Intermediate (300 Byte) Output Record Layout 
Attachment 4 - Long (700 Byte) Output Record Layout 
Attachment 5 - Sample Cheshire Labels 
Attachment 6 - Sample Self Adhesive Labels 
Attachment 7 - Sample Galley Report 

Chapter 2 Database Input 


Database Input File Data Types 2.3 

General Keying Rules and Requirements 2.4 

OCR Mod 10 Check Digit Calculation 2.6 

Field-Specific Processing and Editing Requirements 2.9 


Philip Moms USA. Direct Marketing System 

Table of Contents 11/1/93 Page 1 


Source: https://www.industrydocuments.ucsf.edu/docs/zjml0000 


2043023049 




Chapter 2 Database Input 

(cont.) 


Database Input File Format 2.12 

Required Reporting for Input Data 2.28 

Input Data Report Timing and Distribution 2.30 

Sample Input Data Report 2.32 

Tape Generation, Schedule and Transmittal 2.33 

Standard IBM Header Record Format 2.34 

Completing the Outside Tape Transmittal Sheet 2.37 

Retention of Data 2.40 

Chapter 3 Unique Identifiers 

Coupon UPC Code Structure 3.2 

Sample Coupon UPC Codes 3.3 

Coupon UPC Code Requests and Timing 3.4 

Completing the Coupon Basic Data Sheet 

and UPC Code Order Form 3.4 

Coupon and UPC Code Printing Specifications 3.9 

OCR Code Structures 3.11 

OCR Code Assignment and Printing Specifications 3.12 

Sample OCR Codes 3.12 

OCR Mod 10 Check Digit 3.13 


Attachment 1 - Complete List of Coupon Value Codes 
Chapter 4 Undeliverable Mail 


Maintaining Deliverability 4.2 

Policy Statement 4.4 

First Class Endorsement Options 4.4 

Third Class Endorsement Options 4.5 

Return Addresses 4.7 

Specific P. O. Box Numbers by Brand 4.8 

Return Handling By Suppliers 4.8 

Sample Undeliverable Mail Transmittal Form 4.9 


Philip Morris USA 
Table of Contents 


11/1/93 


Direct Marketing System 
Page 2 


to 

O 

W 

® 

to 

to 

® 

CJT 

® 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 



Chapter 9 Microfilming Procedures 

Procedures for Filming Source Documents 9.2 

Requirements for Header Card 9.4 

Certificate of Authenticity 9.4 

Allowable Values for Index Number 9.4 

Sample Certificate of Authenticity 9.5 

Microfilm Label Specifications 9.6 

Supplier Log of Microfilm 9.7 

Chapter 10 White Mail Procedures 

White Mail Categories 10.2 

White Mail Reporting 10.2 

White Mail Flowchart 10.8 

Sample White Mail Report 10.9 


Philip Morris USA. Direct Marketing System 

Table of Contents 11/1/93 Page J 


Source: https://www.industrydocuments.ucsf.edu/docs/zjml0000 


2043023051 










Introduction 


The Philip Morris. U.S.A. Direct Marketing System Procedures Manual® is intended 
to provide all of the information necessary to plan, execute and evaluate a direct 
marketing program using the PM Database. This manual should be used by all of 
Philip Morris' agencies and suppliers who either receive data from or provide data 
for input to the Philip Morris Direct Marketing Database. 

Because of the variety and complexity of the direct marketing programs undertaken 
by PM as well as the database itself, we have attempted to formalize procedures and 
establish minimum requirements which will ensure the smooth execution of pro¬ 
grams. This Manual sets out the procedures and minimum level requirements of 
the Direct Marketing Group in New York as well as those of the Richmond 
Processing Center. It also provides helpful information and planning tools for suc¬ 
cessful direct marketing program execution. 

This Manual has been written with a number of different audiences in mind. These 
include PM's Suppliers and Agencies as well as internal PM organizations and em¬ 
ployees. Not all of the material covered in the Manual is appropriate for all of the 
audiences. Therefore, you may find that certain Chapters are omitted from this copy 
of the Manual. This is intentional. If you feel you are missing a chapter which you 
need, please contact the Database Manager. 

From time to time this Manual will be updated with new or changed procedures 
and requirements. We encourage the input of all of our agencies and suppliers in 
order to keep this Manual as up-to-date and useful as possible. 

The information, forms, procedures and all other material in this Manual are not 
only copyrighted but are also highly confidential . No part of this manual may be 
copied at any time. If additional copies are needed, call PM Direct Marketing in New 
York. Disclosure of the information in this Manual is to be on a need-to-know basis, 
in keeping with the Confidentiality Agreement in place with all of our Agencies and 
Suppliers. 


© 1990, Philip Morris, U.S.A. All Rights Reserved 
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Chapter 1: Database Output 

This Chapter presents information about and the procedures for: 

• Name Counts, Profiles and Selection 

• Program Naming, Numbering and Phases 

• Direct Marketing Profile Report Generation 

and Distribution 

• Required Supplier Information 

• Outbound Tape and Label Specifications, Layout, Shipment 

and Accompanying Documentation 

• Outbound Tape Problem Resolution 

• Tape Return Policy 
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A. Name Counts, Profiles and Selection 


The Name Counts, Profiles and Selection process, from initial re¬ 
quest to final tape pull, requires approximately three weeks to com¬ 
plete and involves the following three phases: 

Phase I Request Initiation - Requiring an average of 3 working 
days. 

Phase II Profile Review and Approval - Requiring an average of 8 
working days. 


Phase HI Name Pull and Tape/Output Shipment - Requiring an av¬ 
erage of 4 working days. 


Phase I - Request Initiation 

Requests are initiated using the Name Count and Profile Request form (Figure 1, Pg. 
1.5). Filling out a form will result in a single count and Profile Report. If a program 
will have multiple cells, multiple forms must be completed. The procedure is as 
follows: 

1. Agency AE completes the Name Count and Profile Request form. Be 
certain to: 

• Provide all information requested on the form 

• Specify both "Ideal" and "Broadest" acceptable audience. This 
is necessary in order to accommodate concurrent requests 
with the most qualified names. 

2. Review the completed form with the PM Direct Marketing Database 
Manager who will generate the initial count(s) and Profile Report(s) 
(See Attachment 1 at the end of this chapter and description on Page 
1.14). Allow a minimum of 48 hours between submission of the re¬ 
quest and receipt of the Profile Report(s). 


Phase II - Pro file Review and Approval 

Profile Reports are generated on a nightly basis and are reviewed and approved as 
follows: 


1. PM Direct Marketing conducts an initial evaluation of the Profile 
Report to determine if the criteria meets minimum marketing require- 
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A. Name Counts, Profiles and Selection (cont.) 

ments. If the minimum requirements are not met, broadening of the 
criteria may be necessary and would result in an additional Count and 
Profile Report run and , therefore, additional time for receipt of the re¬ 
port. 

2. After the initial evaluation, the Profile Report(s) are reviewed with 
Brand, Agency Account Management (the requester) and Consumer 
Research for final approval and sign-off. Keep in mind that: 

• It usually takes a minimum of 1 week to complete the review 
and sign-off process 

• Phase in begins with formal sign-off and shipment of the 
completed Request for Name Pull Form 
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Figure 1: Completing the Name Count and Profile Request 

A copy of the Name Count and Profile Request form is on the facing page. 

Completing this form is the first step in identifying and quantifying potential audi¬ 
ences for a direct marketing program. Accurate and complete information is essen¬ 
tial to timely fulfillment of your request. The following guidelines will help you in 

successful completion of the Name Count and Profile Request form. 

O Ori ginated By: - Please provide both the name of the PM Agency and your 
name. 

© PM Brand: - Indicate the Brand for which audiences are being identified. 

© Name Count Needed By: - Please provide a date here. While ASAP conveys a 
sense of urgency, it does not allow for prioritization when multiple requests 
are submitted on a single day, as is often the case. 

O Program Description - Please provide a description of the Program which will 
be used in discussions about the name count. While this need not be the ulti¬ 
mate Program Name, many of the suggestions made about the selection of a 
Program Name (found on Page 1.12) could apply here. 

© Specifications for Names Requested - It is in this section that you specify the 
selection criteria for your request. Although the database contains a great deal 
of information, only the categories available for selection are listed here. 
Keep in mind that only names which meet all of the categories and specific 
criteria you choose will be selected. Therefore, the more criteria specified the 
fewer names there are from which to select. 

© Broadest Audience and Ideal Audience - Place a check mark in one of these 
columns to indicate the specific criteria on which you wish to base the selec¬ 
tion. Both the Ideal and Broadest Audiences must be specified. The Ideal 
Audience column represents the "tightest" criteria. The Broadest Audience 
column represents acceptable areas for loosening the criteria should there be 
insufficient names to meet the minimum quantity requirements of the pro¬ 
gram. 
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Figure 1: Completing the Name Count and Profile Request (cont.) 

Philip Morris Direct Marketing 

Name Count and Profile Request 

Please complete all sections of this form and forward to PM Direct Marketing Database Manager, 120 
Park Avenue - 5th Floor, New York, New York 10017. Fax: 212-907-5351. 


Originated By: 


_0 

Afaqi 


Name Count Needed By: 


Rt^uatir Name 

/ / © 


Date: / / 

PM Brand: _© 


Program Description: 


© 


Program Objectives: 


0 Specifications for Names Requested 
Please Check Appropriate Criteria 


Ideal 

Audience 


0 

Broadest 

Audience 


Ideal Broadest 
Audience Audience 


Regular Brand: _ □ 

_ □ 

_ □ 

_ □ 

_ □ 

_ □ 

_ □ 

_ □ 

_ □ 

_ □ 

_ □ 

_ □ 

_ □ 

_ □ 

All Brands Q 

Tar Level: Lights/LowTar/Milds □ 

Ultra/Ultra Lights/ 

Ultra Low Tar □ 

Full Flavor □ 

Unknown Tar Level □ 

Flavor Non-Menthol □ 

Menthol □ 

Unknown Flavor □ 


□ 

Length: 

Regular/Kings/85"s □ 

□ 


Longs/ 100's 

□ 

□ 


Extra Longs/120's 

□ 

□ 


Unknown Length 

□ 

□ 




a 

•Packaging: Soft Pack 

□ 

□ 


Hard Pack/Box 

□ 

a 


Unknown PackagingO 

a 




□ 

•Pack/Carton Pack 

□ 

□ 

Buyers: 

Carton 

□ 

□ 


Both 

□ 

□ 


Unknown 

□ 

□ 




□ 

Gender 

Male 

□ 



Female 

□ 

□ 


Unknown Gender 

□ 

□ 

•Age 

21-24 

□ 

□ 

25-34 

□ 

□ 


35-44 

a 



45-54 

□ 

a 


55-64 

□ 

□ 


65 + 

□ 

□ 


Unknown Age 

□ 


□ 

□ 

□ 

□ 

□ 

□ 

□ 

□ 

□ 

□ 

□ 


□ 

□ 

□ 

□ 

□ 

□ 

□ 

□ 

□ 

□ 
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Figure 1: Completing the Name Count and Profile Request (cont.) 


O Special Requirements/ Considerations: - In this area please provide any re¬ 
quirements which are not accommodated by the other areas of this form or 
which make this program unusual. While special programming to meet the 
unique requirements of a given program is possible, it is costly and time-con¬ 
suming. Any such requirements will necessitate extensive discussion and the 
development of a special schedule. 

© The selection categories marked with asterisks on this form contain limited 
data at this time. Extensive efforts are continually underway to acquire this 
information from the individuals on the database, through commercially 
available sources and/or by statistical inference. 
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Figure 1: Completing the Name Count and Profile Request (cont.) 


Geography: FM Trade Areas 


States 


Ideal Broadest 

Audience, Audience 


a 
a 
□ 
a 
□ 
□ ' 
a 
a 
□ 
□ 


a 

a 

a 

□ 

a 

a 

a 

□ 

a 

□ 


a 

□ 

□ 

a 

a 

a 

a 


□ 

a 

□ 

□ 

a 

a 

a 


Other Please Specify such things as Zipcodes, 

special Suppression, etc. 


a 

a 

a 

□ 

a 

a 


□ 

□ 

a 

□ 

a 

a 


© 


Special Requirements/Considerations (please detail below): 


©• 


This Data It Not Currently Available on All Names 
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A. Name Counts, Profiles and Selection (corn.) 


Phase III - Name Selection and Out put Shipment 

Final approval and sign-off on the results of a Name Count and Profile are provided 
using the Request for Name Pull form which is part of every printed profile report. 
Once a Count and Profile has been reviewed and selection criteria have been decided 
upon, this form serves a vehicle for providing all of the necessary information to 
have the names pulled and the output shipped to the right place. 

PM Direct Marketing Database Manager will submit the name pull request. 
Requests which result in standard output formats (discussed on page 1.22) will be 
shipped within a minimum of 3 working days. Timing for pulls and output which 
require special processing will vary depending on complexity and must be discussed 
with the Database Manager well in advance of the required shipping date. 

All output will be shipped from the Richmond Processing Center via overnight de¬ 
livery service after it has been reviewed and approved. 


A Word About Suppression 


A standard part of all Name Pulls is the suppression of names for one or more of 
three reasons. These are: 

1. Recipients of Mail in the Last 12 Months 

An individual who has received mail generated from the Direct 
Marketing Database will be suppressed. This is done in order to prevent 
"over mailing" people. 

2. Le gal Restrictions Based on Geography 

A number of states and some cities within states have restrictions on 
mailing of cigarette-related materials. Residents of Utah, Minnesota 
and Iowa are always suppressed from mailing files. Residents of New 
Hampshire are suppressed when the mailing is to include product sam¬ 
ples. At this time, Philip Morris no longer distributes product samples 
through the mail. 

A number of municipalities have restrictions. A list of the zipcodes 
which make up these areas is included in the Appendix. Residents of 
these areas are always suppressed from mailing files. 
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A. Name Counts, Profiles and Selection (cont.) 


3. Residents in Test Markets 

Residents of any current new product test markets are suppressed from 
mailing files in an effort to ensure the validity of the test. 

Please be aware that the standard suppression described above will affect the number 
of names ultimately received unless you have asked that suppression be used dur¬ 
ing the count and profile process. Even if suppression was employed during the 
count and profile process, the number of names received could vary in the Name 
Pull depending on what other Name Pulls for other programs/brands have taken 
place between the time of your count and the time of the actual name pull. 
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Figure 2: Completing the Request for Name Pull 

A copy of the Request for Name Pull form is on the facing page. 

O Long Program Name and Short Pro gram Name : - Program Names have, in 
the past, been inconsistent through the life of a program. In order to avoid 
any confusion, the names you indicate here will be used throughout the life 
of the program. Long Program Name field is the long version of program 
name (up to 50 characters). This is the name which will appear on printed re¬ 
ports and should be used by the Agencies in all discussions and correspon¬ 
dence with Philip Morris and your Suppliers. 

Short Program Name will appear on all other output from the Direct 
Marketing Database including Tape Labels, Record Dumps, etc. 

0 Program Number - This number is assigned by the Database Manager. It will 
differ from the number contained in the description above because typically 
Count and Profile Requests are assigned an arbitrary number in the 99000 
range. For a complete description of Program Numbering conventions see 
Page 1.13. 

© Program Phase ; - Program Phase is defined thoroughly later in this chapter. 
Please take a moment to familiarize yourself with this very important part of 
program identification. 

0 Cell # of Requested Number of Cells and Target Quantity - These 
are for use in programs with multiple cells. For such programs, indicate the 
cell number for this criteria and the total number of cells for this program 
and, and the desired target quantity. 

© Types of Outputs Required - You may request only one tape output format 
and anv or all of the printed output. For a complete description and samples 
of all of the output, see pages 1.22 -1.24. 

© Su pplier Number and Su pplier Name - Provide the number and name of the 
supplier to whom the output will be shipped. Be certain that the Supplier has 
been set up in the system. Also make sure that the supplier can accept 
Saturday delivery. This is standard procedure for output shipped on a Friday. 

O Pro gram Drop Date and Requested Output Delivery Date - Dates are required 
in both these places. We understand that drop dates can, and frequently do, 
change. Whatever is the expected drop date as of completion of the form is 
what should be provided. Keep in mind that a minimum of 3 days must be 
allowed, after this form is received by the Database Manager, to complete the 
pull. 

© Suppression and Research Tape questions should be answered. 

0 Special Requirements : - Please indicate any special requirements or considera¬ 
tions which might be helpful to the Database Manager in doing this pull. 

0 A pprovals - Please provide all of the necessary approvals in writing. A copy 
of the completed form should be distributed to each person who approved the 
program as well as to Print/Production Services. 
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■e 2: Completing the Request for Name Pull (cont.) 
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B. Program Naming, Numbering and Phases 


Program Naming, Numbering and Phases are all an important part 
of program control. In the past, naming has been inconsistent with 
the same program being known by a different name in New York, 
in Richmond, at the Agencies and at the Suppliers. This leads to 
miss communication, inability to identify tapes and errors. 

Please follow the conventions described below. 


Program Naming 

For purposes of the Direct Marketing System, the official name for a program will be 
that which is recorded on the Request for Name Pull form (see previous page). 
Either the short or long program name will appear on all output from the System 
including: 

Profile and Count Reports 
Tape Dumps 
Record Formats 
Physical Tape Labels 

This name, together with Program Number, will also provide the basis for monitor¬ 
ing tapes which are sent from suppliers for input to the system. 

While there are no strict rules for program names, they should be as descriptive as 
possible within the 50 characters allowed. Consider using a title which reflects the 
marketing or creative concept, much like titles given to print ads and billboard sub¬ 
jects. If this approach seems inappropriate, you might consider including the fol¬ 
lowing elements in your program names: 

• Brand Name 

• Indication of whether the program is offensive or defensive 

• Significant characteristic(s) of the people to whom the mailing 
will be sent 

• Identifier of the kind of package to be sent 

• The calendar Quarter in which the program will drop 

In addition to the 50 character Program Name, the System also maintains a Short 
Form Program Name of 20 characters. This name is used in the online screens and 
in some printed output. Care should be taken to be certain that this program name 
is also as descriptive as possible. 
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B. Program Naming, Numbering and Phases (cont.) 


Program Numbering 

Program Numbers are assigned by the Database Manager. Program numbers are five 
(5) characters in length and are always numeric. The format of the number is 
YYNNN. YY is the calendar year in which the names for the program will be select¬ 
ed except in the case of reusable numbers (misc. counts for Research, etc.) when YY 
is 99. NNN is the program number. There are preassigned program number ranges 
as follows: 


000-199 

Corporate Programs (Requal, etc.) 

200-299 

Marlboro 

300-399 

Benson & Hedges 

400-499 

Merit 

500-549 

Parliament 

550-599 

Cartier 

600-699 

Virginia Slims 

700-749 

Alpine 

750-799 

Bucks 

800-849 

Cambridge 

850-899 

Bristol 

900-999 

Reserved for Future Use 


Program Phases 

Direct Marketing Programs often have multiple steps. The most common of these 
types of programs are continuity programs such as the Virginia Slims Club program. 
Such programs typically are intended to establish a dialog with the consumer. In 
order to accommodate multi-step programs a Program Phase is assigned to each 
mailing. Program Phase is an alphabetic code which is assigned by the Database 
Manager in sequence (A, B, C, etc.). 

Program Phase is to be used only for multi-step, continuity-oriented programs. 
Program Phase is not to be used for programs for which fulfillment is the only addi¬ 
tional intended communication with the consumer. While this may seem to be a 
"fine line" distinction, careful adherence to this definition is essential to the integri¬ 
ty of the Database and tracking and evaluating continuity programs. 

In the near future, all mailing files will be generated from the Database. Under no 
circumstances will mailing files for continuity programs be used more than once. 
Fulfillment will continue to take place based on keyed responses to the particular 
program. 
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C. Direct Marketing Profile Report Generation and 
Distribution 

The result of a Name Count and Profile Request is the Direct 
Marketing Profile Report (DMPR). This report is a tool which ev¬ 
eryone can use to evaluate the characteristics of the names selected. 
Careful review of the DMPR ensures that both desired and appropri¬ 
ate names have been selected for a given program. 


DirectMarketino Profile Report Description 

A sample of the Direct Marketing Profile Report may be found at the end of this 
Chapter as Attachment 1. It consists of the following sections: 

Program Narrative This section displays the Program Name, Number, Cell 

and Phase, together with all of the selection categories 
(brand, age, state, etc.) and selected data for each catego¬ 
ry. Note that selections that are made across categories 
are indicated by the word "and", while selections of 
data made within a category are indicated by the word 
"or 7 '. 

Name counts, expressed in actual numbers available and as a percent of total records 
selected, are provided for each of the categories and data elements within category 
listed below. Items listed with an asterisk (*) are available on printed profile reports 
but are not available in online profiles . 

Geographic Data The following geographic categories are displayed: 

PM Region 
PM Trade Area 
State 

Nielson County Code 
PRIZM Cluster Group 
PRIZM Cluster Code 
Sectional Center Facility (SCF)* 

Personal Data The following personal data categories are displayed: 

Gender 
Marital Status 
Education Level 
Occupation 
Income 

Smoker Indicator 
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C. Direct Marketing Profile Report (corn.) 

Personal Data (cont.) 

Ethnic Background 
Age Range* 

Age 

Activities, Interests A number of Activities, Interests and Hobbies and 

Sports are displayed in this section. 1 

Smoking Behavior The following smoking behavior categories are dis¬ 
played: 


Consideration Set 1 
Share of Purchases * 1 
Packs/Day * 

Duration 
Coupon Usage 
Loyalty 

Program Data Information about the Most Recent Program in which 

the individual has been involved as well as the pro¬ 
gram which was the Source of the name is displayed. 

Media Data * Media Codes within the following Categories are dis¬ 

played . 


Corporate Affairs 
Direct Mail 
Hand Distribution 
Inbound Telemarketing 
Catalog Inserts 
Package Inserts 
Name Purchase 
Magazine 

Ongoing Media Unique to Brand g 

Other Media £ 

On Product g 

Point of Sale (P.O.S.) g 

List Rental % 

Newspaper ROP 
Outbound Telemarketing 
Unknown Media 

' Note that one person may have multiple brands in their Consideration Set or Share of Purchaser 
and therefore the counts will not add up to the total displayed. The same applies to Activities, 
Interests and Sports. 
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C. Direct Marketing Profile Report (corn.) 

Offer Data* Offer Codes within the following Categories are dis¬ 

played . 


Coupons 

Refund 

Gift 

Hand Raiser 
Mailing List 
Product 
Sweepstakes 
Miscellaneous Offers 

Brand Summary Data The following brand and attribute information is dis¬ 
played for only the current brand smoked by the select¬ 
ed names: 


Manufacturer 
Brand 
Tar Level 
Flavor 
Length 

Filter/Non-Filter 

Packaging 

Buy Kind (Carton/Pack/Both) 


Brand Detail Data * The following brand and attribute information is dis¬ 
played for all brands (about which we are aware) ever 
smoked by the selected names: 


Manufacturer 
Brand 
Tar Level 
Flavor 
Length 

Filter/Non-Filter 

Packaging w 

Buy Kind (Carton/Pack/Both) % 

03 

O 

03 

03 

O 
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C. Direct Marketing Profile Report (corn.) 


Report Distribution 

After an initial review, the Database Manager will distribute copies of the DMPR to 
the Requester. The Requester will distribute the reports to the appropriate people 
for sign-offs. The report must be reviewed in detail, and approval given in order for 
the Name Pull to take place. As stated in the Name Counts, Profiles and Selection 
portion of this chapter, the Program Narrative Page of the DMPR must be used to 
provide approval. Remember to include all of the required information when pro¬ 
viding the written approval for a name pull. 


D. Required Supplier Information 

A key to program and system control and timely and accurate dis¬ 
semination of data from the PM Direct Marketing System is a de¬ 
tailed understanding of the basic technical capabilities and capacities 
of our suppliers. The entire Tape Outbound and Tape Inbound pro¬ 
cesses have been automated to ensure control as well as to improve 
efficiency. In order for this automated process to function correctly, 
all Suppliers who receive data from or provide data to the PM 
Direct Marketing Database must complete the Supplier 
Setup/Change Form . 


Suppliers as Part of the PM Direct Marketing System 

Philip Morris deals with over forty (40) Suppliers across the country during the 
course of a year. All of these suppliers touch, or are touched by, the Direct Marketing 
System. In order to control the process of interaction between the system and indi¬ 
vidual suppliers, each Supplier is set up on the system. 

The Supplier aspects of the system start with recording important information about 
the kinds of output a Supplier can handle or the kind of input the Supplier will pro¬ 
vide to the system. The system then tracks all output generated to or input received 
from the Supplier. On the input side, a record of errors found in processing the data 
is also kept. 

There are a number of parameters, preferences and issues which affect all Suppliers. 
Among them: 

Data Storage Media Because of the size of the PM Direct Marketing Database 

the number and size of output requests processed and tre 
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D. 


Required Supplier Information (cont.) 


number and variety of sources providing input to the system, 
it is essential that the most efficient and reliable storage medi¬ 
um be used in all aspects of the system. PM has a very strong 
preference that suppliers be capable of accepting and generating 
IBM 3480-compatible tape cartridge. This medium is unques¬ 
tionably the most reliable and efficient. While the Richmond 
Processing Center is capable of generating tape reels, we strong¬ 
ly urge all of our suppliers who do not now have cartridge ca¬ 
pability to investigate acquiring it. 


Tape Density For those suppliers who can not accommodate cartridges, tape 
density is of critical importance. The production system will 
generate only 6250 BPI tapes. If a supplier is not capable of han¬ 
dling tapes written at 6250, they will have to make arrange¬ 
ments to have the tapes converted. 


Block Size The Production System must be set up to meet the needs of 
the lowest common denominator. We prefer block sizes 
which approach 32,000 bytes, however all suppliers, regardless 
of storage medium capability, will receive output written at the 
smallest block size specified by any one supplier. 

It is our experience that, when questions of tape density and block size are asked, 
they are often answered by non-technical people who may not be aware of the actual 
capabilities/capacity of their systems. Because the capabilities of one supplier affect 
the output received by all suppliers, it is essential that these questions be considered 
carefully. 

The following pages display the Su pplier Set-Up/Change form and instructions for 
completing it. 


K) 

o 

4* 
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Figure 3: Completing the Supplier Set-Up/Change 

A copy of the Supplier Set-Up/Change form is on the facing page. This form must 

be completed for each Supplier and forwarded to New York before output will be 

shipped to or input will be accepted from a Supplier. 

O Check whether this is a form for a New Supplier or a Change to an existing 
supplier. The top portion of the form must be completed for both New 
Suppliers and Changes. In all cases indicate whether the Supplier will receive 
output from, provide input to the database or both. Be certain to include the 
name of the Agency, your name and the Supplier's full name. 

© Supplier Number - Supplier number is a three-character identifier for individ¬ 
ual Suppliers on the system. For forms which are submitted for new Suppliers, 
this number is assigned by the Database Manager. For forms which are submit¬ 
ted with changes to a current supplier, please provide the Supplier's number. 
A list of current Suppliers is available to PM's Agencies upon request. 

© Address and Contact Name I nformation: - This must be the address to which 
tapes or other output are to be shipped. Please provide complete address and 
contact name and phone number information. Keep in mind that this infor¬ 
mation is used for computer-generated shipping labels. 

O last Specifications/Capability; - Specify Storage Medium, Tape Density and 
Maximum Block Size for this Supplier. Keep in mind that, while tapes which 
are input to the system may be provided at either 1600 or 6250, tapes which are 
output from the system will be generated at 6250 BPI only. See Page 1.18 for a 
detailed discussion of these items. 

© Miscellaneous Information: - Indicate if the Supplier can accept Saturday deliv¬ 
ery. All output will be shipped overnight. Also indicate any special require¬ 
ments, constraints or capabilities this Supplier has which might be of interest. 
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Figure 3: Completing the Supplier Set-Up/Change form (cont.) 


Philip Morris Olrsct Marketing 

Supplier Set-Up/Change 


Please forward completed forms to PM Direct Marketing Database Manager, 120 Park Avenue - 5th 
Floor, New York, New York 10017. Fax: 212-907-5351. 


o 

□ This is a New Supplier (complete entire form) 

□ This is a Change to a current Supplier 
(complete only that which has changed) 


□ Supplier will Receive Output Only 

□ Supplier will Provide Input Only 

□ Supplier will Receive Output and 
Provide Input 


Originated By: _ 

Atnty 


Date: / / 


Rtquuter Nimt 


Full Supplier Name:_ 

(Up to 40 Charactar*) 


Supplier Number_© 

(Aa*gr*dby 

Databaa* 

Manager) 


Address and Contact Na me Information - Address provided must be the address to which tapes 

or other output are to be sent 


Supplier 
Street Address: 


© 


(Up to 30 Quncttn) 


(Up to X Quracttn) 


City: _State: _Zipcode:_-_ 

(Up to 28 Character*) 

Contact Name: _ Contact Phone #: (_)_-_ 

(Up to 40 Character!) 

Tape Specifkitiona/Cipibility © 

Storage Medium: □ IBM 3480-Compatible Cartridge (PM Preference) O Tape 

Tape Density: □ 6250 BPI (Only Density Available for Output, PM Preference for Input) 

□ 1600 BPI (Acceptable for Suppliers Providing Input Only) 

Maximum Block Size _Note: PM Prefers a Block Size Approaching 32,000 Bytes 

M&clUncoua Information © 

Can Supplier Accept Saturday Delivery? O Yes O No 

Does Supplier have any special requirements about which PM should know? Specify below: 


Philip Morris, U.SJL Direct Marketing System 

Chapter 1: Database Output 6/27/90 Page 121 


Source: https://www.industrydocuments.ucsf.edu/docs/zjml0000 


2043023375 



E. Outbound Tape, Label and Galley Specifications 


Name selection output is available in a number of different forms 
and formats. Specifically: 

Tape - 4 Formats 

Cheshire and Self-Adhesive Labels 


Galley Report 

As previously mentioned, the outbound process is fully automated 
and extensive documentation and shipping materials are also pro¬ 
duced as part of each name selection. 

Tape Output 


There are four basic layouts available for tape output. Selecting one of the layouts 
will depend on the extent of personalization/letter variability in the program. The 
four layouts are: 


Short (S) 

Record Length = 220 


Intermediate (I) 
Record Length = 300 


Long (L) 

Record Length = 700 


Market Research 
Record Length * 700 


Provides customer name and address infor¬ 
mation only. (See Attachment 2) Preferred 
records per block is 145, or a block size of 
31,900 bytes. 

Provides customer name and address infor¬ 
mation as well as regular brand and its 
attributes. It also provides space for five (5) 
OCR Coupon values. (See Attachment 3) 
Preferred records per block is 106 or a block 
size of 31,800 bytes. 

Provides customer name and address, and 
most recent regular brand and its attributes as 
well as smoking behavior and activities or 
interests data. (See Attachment 4) Preferred 
records per block is 45, or a block size of 
31,500 bytes. 

Intended for Consumer Market Research in 
New York, this format provides customer 
name and address, regular brand and its at 
tributes as well as smoking behavior and ac¬ 
tivities or interests data. (See Attachment 4) 
Preferred records per block is 45, or a block 
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E. Outbound Tape, Label and Galley Specifications (corn.) 

v 

size of 31,500 bytes. 

Management Sciences Provides all data on customers in the selected 

population. This format is intended for PM 
Management Sciences and a select group of 
suppliers with extensive data processing capa¬ 
bilities. 


Printed Output 

Three kinds of printed output are available. 

Cheshire Labels These are a 6-line per label format output on con¬ 
tinuous form standard Cheshire paper, four across, 
at 8 lines per inch CLPI). Labels are in ascending zip- 
code sequence printed left to right The topline car¬ 
ries the OCR Code (see OCR Code Description in 
Chapter 4) and the Carrier Route Code if requested. 
Line 2 is always blank. Line 3 contains name. Lines 
4-6 contain address and are floated up if any address 
lines are blank. (See Attachment 5 for sample for¬ 
mat) 

Self-Adhesive Labels These are a 6-line per label format output on con¬ 
tinuous form standard self-adhesive label stock, 
four across, at 8 lines per inch (LPI). Labels are in 
ascending zipcode sequence printed left to right. 
The topline carries the OCR Code (see OCR Code 
Description in Chapter 4) and the Carrier Route 
Code if requested. Line 2 is always blank. Line 3 
contains name. Lines 4-6 contain address and are 
floated up if any address lines are blank. (See 
Attachment 6 for sample format) 

Galley Report The Galley Report is a printed directory of all 

names selected. It is a one line per record format 
which displays: 

Full Name - Title, First, Last and Suffix 2 
2 Lines of Street Address g 

City, State and Zipcode (5 Characters) w 

Year of Birth ^ 

■vl 
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E. Outbound Tape, Label and Galley Specifications (cont.) 

The header on each page displays Program Number, 
Phase, Cell and Name, Creation Date, and Supplier 
Name. The report is printed on an 11" x 8 1/2" 
form at 8 LPI. (See Attachment 7 for a sample for¬ 
mat) 

Any or all of the above printed output may be requested in any one Name Selection. 
In addition to one or more of the printed outputs, one tape format may also be re¬ 
quested. 

Output Documentation 

Extensive documentation is produced to accompany the output of a Name 
Selection. The facing page displays the components of the Direct Marketing Label 
Report. This report accompanies each shipment of output. Name Selections which 
result in tape output will generate two shipments. In each case the Direct Marketing 
Label Report will contain 

Agency or Supplier Contents List 
25 Record Dump 
Record Layout 

One of the shipments goes to the specified Supplier and includes the physical reels 
of tape created for the selection. The other shipment goes to the responsible Agency 
and includes only the Direct Marketing Label Report. 

Figure 4: The Direct Marketing Label Report 

O The Heading for each of the components of the Direct Marketing Label Report 
includes Program Number, Phase, Cell and Name on the first line. The second 
line displays the Agency or Supplier number and name. Third line displays the 
count of records which were output for this request. 

Agencv/Suooiier Contents List - This lists all of the contents of the package which is 
shipped. It is used by the PM Production group as a "pick list" for the ship¬ 
ment. It should be used by the Agency or Supplier as the "packing list" to veri¬ 
fy receipt of the entire shipment. 

© Agency or Supplier Number, Name and Address. This is the address to which 
the package will be sent. 

© Agency or Supplier contact phone number and any special instructions. 

O Program Number, Phase, Cell and Name 

© Contents List displays all of the contents of the package. 

© Both Tape Labels and Agency or Supplier Labels are not actually contents of the 
package, but rather are the labels which are affixed to the physical tapes and to 
the shipping package respectively (See Page 1.26 for samples of these labels). 

Philip Morris, u!sX ' Direct Marketing System 

Chapter 1: Database Output 6/27/90 Page 124 

2043023378 

Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 




REPORT NO MQDR48AA O 


DIRECT MARKETING 

LABEL REPORT 


0 7/iq 


PROGRAM: 90214 PHASE*. A CELL HO: 08 MARL MENTH 89 RECON 
0 AGENCY: 102 NAME: LEO BURNETT COMPANY 
65.972 RECORD COUNT 


<<<< AGENCY CONTENTS 


>>>> 


xxixxxxkxkxkxkxx OVERNIGHT DELIVERY xxxkxxxxkxxxxxxxx 


€> 

O 


L02 LEO BURNETT COMPANY 
JENNIE CLARK 
35 WEST HACKER DRIVE 

CHICAGO IL 60601 

PHONE 312/220-66*9 
SPECIAL 

PROGRAM 90216 A 08 MARL MENTH 89 RECON 


NY ACCOUNT 
SA990215626 


0 


xxxxx CHESHIRE LABELS MDD02050AB 118 xxxxx 
xxxxx GALLEY REPORT MDD02050AA 309 xxxxx 
XXXXXXXXXXKX OUTBOUND FILE XXKXXXXXKXKKKXX 
xxxxx PRESSURE LABEL MDD02050AC 626 xxxxx 
xxxxxxkxxxxk RECORD DUMP xxxxxxxxxxxxxxxxx 
xxxxxxxxxxxx RECORD LAYOUT xxxxxxxxxxxxxxx 
XXXXX TAPE LABELS MDD02048AB 603 xxxxx 
xxxxx VENDOR LABEL MDD02068AC 622 xxxxx 


0 
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TAMPA TEST MKT 


Cl 7907 


P1OPS8P.FO599,MODF240E 1990-06-20 

MQ0020 90404 8 05 11 

CC1 COMPUTER STRATEGIES COORDINATORS 


TAMPA TEST MKT C17040 

P1CPS8P.F0599.M0CF248F 1990-06-20 

M00020 90404 B 06 11 

COi COMPUTER STRATEGIES COCROINATORS 


**************** OVERNIGHT OELIVERY ***************** 
L02 LEO BURNETT COMPANY 

JENNIE CLARK NY ACCOUNT 

35 mEST HACKER ORIVE SA990215626 

CHICAGO IL 60601 

PHONE 312/220-4689 
SPECIAL 

PROGRAM 90404 8 03 TAMPA TEST MKT 


**************** OVERNIGHT OELIVERY ***************** 


COI COMPUTER STRATEGIES COORDINATORS 

KEN JOHNSON NY ACCOUNT 

955 AMERICAN LANE SA990215626 

HOOCFIELO—SCHAUMBURG IL 60173 

PHONE 708/330-1313 

SPECIAL SHIP BY OVERNIGHT DELIVERY! 

PROGRAM 90404 B 03 TAMPA TEST MKT 

VOL SER C16395 
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F. Output Problem Resolution 


Problems with any output from the PM Direct Marketing Database 
System should be directed to: 

Mr. Ed Chapman 
SD & D Marketing 
Philip Morris, U.S.A. 

4200 Deepwater Terminal Road 
Richmond, Virginia 23234 

Phone: (804) 274-3751 
Fax: (804)274-4860 


Philip Morris, U.SJL Direct Marketlnf System 

Chapter 1: Database Output 6/27/90 Pag* 1 -27 


Source: https://www.industrydocuments.ucsf.edu/docs/zjml0000 


2043023381 


G. Philip Morris Tape Return Policy 


All Philip Morris tapes must be returned within 60 days of receipt. 

The address to which tapes should be returned is: 

Philip Morris, U.S.A. 

James River Center 

4200 Deepwater Terminal, Building 43-G 
Richmond, Virginia 23234 

ATTN: Data Center Tape Librarian 

Tapes must be accompanied by the Tape Return Transmittal Sheet a copy of which 
my be found on the facing page. 
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Figure 5: Sample of the Tape Return Transmittal Sheet 


Philip Morris Oirset Marketing 

Tape Return Transmittal Sheet 


Date: / / _ 


Tape Librarian 
Philip Morris, US.A. 

4200 Deepwater Terminal Road Supplier Name: 

Building 43-G 

Richmond, Virginia 23234 Supplier Number 

Prepared By:_ 

Phone Number 


Enclosed, please find Philip Morris tapes which we are returning. These tapes are identified as follows: 


PM PM 

Prog, i Iap.c. Numbers 


# of Reels # of Cartridges 

Returned Returned 


TOTAL 


Supplier Please Distribute a Co py of this form to; 

PM Direct Marketing in New York 
Responsible Agency 

PMDM Tap* Rttum Transmittal 3/90 
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Attachment 1 


Sample Direct Marketing Profile Report 
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2U68 SO 8CU68 SO CUM SO 20Z68 SO 10268 SO 81969 SO 
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UntT HO. W0R14A 


OIRECT MARKETING PROFILE REPORT 


04/24/90 PASS 


CEOGXAPMC OAT A Ctu 01 PHAS* A KB 90215 MARLBORO RACING OIRECT NAIL PROGRAM 1990 

a 


COUNT 

X REGION 

COUNT 

X TRADE AtEA 

COUNT 


U PM BALES REGION FOR ZIP 


3A0 RALEIGH-DURHAM, NC 

8 

250 

15.35 1 EXTREME NORTHEAST 

3 

.18 3A1 RALEIGH, HC 

2 

398 

24.43 2 NtOOLf EASTERN SEAM 

1 

.06 3A2 OURHAM SUB-MKT 

5 

265 

16.27 3 SOUTHEAST 

9 

.55 3A3 FATETTEVILLE-WILMING 

2 

352 

21.61 4 MIDWEST 

17 

1.04 380 WINSTON-SALEM-GREEHV 

19 

155 

9.52 5 MID-SOUTH 


SCO GREENVILLE, SC 

11 

109 

6.69 6 PLAINS/NORTHWEST/ALA 

13 

.80 3C1 ASHVILLE SUB-MKT 

2 

100 

6.14 7 SOUTHWEST/KAUAII 

5 

.31 3C2 GREENVILLE SUS-MKT 


1,629 100.00 *** TOTAL *** 

8 

.49 300 CHARLESTON, SC 

5 



25 

1.53 3E0 CHARLOTTE, NC 

6 



6 

.37 3F0 COLUMBIA, SC 

6 



a 

2.95 SGO ATLANTA, 6A 

6 




SHO COLUMSUS/AUGUSTA 


TUD€ AtEA 


6 

.25 3N1 COLUMBUS, CA SUS-MKT 

19 

COUNT 

X TRADE AREA 

1 

.06 3H2 ALBANY, GA SUB-MKT 

3 


UUU TRADE AREA FOR ZIP CO 

2 

.12 310 SAVANNAH, GA 

12 

18 

1.10 1A0 PORTLAND, ME 

16 

.98 3J0 JACKSONVILLE, FL 

15 


ISO MANCHESTER, VT 

12 

.74 3K0 MIAMI, FL 


5 

.31 1B1 BURLINGTON SUS-MKT 

18 

1.10 3L0 ORLANDO, FL 


11 

.68 1S2 MANCHESTER SUS-MKT 

26 

1.60 SMO TAMPA, FL 

7 

16 

.96 ICO BOSTON, MA 

2 

.12 3N0 CHATTANOOGA, TN 

3 

17 

1.04 IDO WESTERN NA 

18 

1.10 300 KNOXVILLE, TN 

23 

15 

.92 1E0 RHODE ISLAND 

15 

.92 3P0 NASHVILLE, TN 

18 

16 

.96 1F0 HARTFORD, CT 

2 

.12 300 BIRMINGHAM, At 

8 

26 

1.60 1G0 ALBANY, NT 

1 

.06 3R0 MONTGOMERY, AL 

1 

26 

1.60 1H0 BUFFALO, NY 

13 

.80 3S0 MOBILE, AL 



110 GREATER NEW YORK MKT 

16 

.86 4A0 FT. WAYHE-SO. SEND 

2 

28 

1.72 111 NEW YORK SUS-MKT 

28 

1.72 480 INDIANAPOLIS, IN 

5 

32 

1.96 112 NORTH JERSEY SUS-MKT 


4C0 LOUISVILLE/CVANSVILL 

6 

5 

.31 113 FAIRFIELD SUS-MKT 

16 

.98 4C1 LOUISVILLE SUS-MKT 


16 

.16 1J0 ROCHESTER, NY 

6 

.37 4C2 EVANSVILLE SUI-MKT 

27 

21 

1.29 1K0 SYRACUSE, NY 

11 

.68 4C3 LEXINGTON SUB-MKT 

2 


2A0 PHILADELPHIA, PA 


400 DETROIT, MI 

17 

56 

3.44 2A1 PHILADELPHIA SU-I6CT 

6 

.37 401 ANN ARIOR-ADtIANS 

9 

7 

.43 2A2 SOUTH JERSEY SUI-WT 

17 

1.04 402 PONTIAC-PORT HURON 

36 

65 

2.76 2S0 SCRANTON-WILKES BARS 

36 

2.21 403 DETROIT SUI-MKT 



2C0 BALTIMORE, »/WASHII 

26 

1.47 4E0 GRAND RAPIDS, MI 

1,629 

16 

.86 2C1 BALTIMORE SUB-MCT 

25 

1.53 4F0 FLINT-SAG!HAW, MI 


19 

1.17 262 WASHIHOTON SUS-MKT 

60 

3.68 400 CHICAGO, IL 


26 

1.47 263 NARRISSIR6 SUS-MKT 

11 

.68 4H0 PEORIA, II 


6 

.25 2D0 TIDEWATER, VA 

6 

.37 410 QUAD CITIES, IL-IA 


9 

.55 2X0 RIOMOND, VA 

65 

2.76 4J0 MILWAUKEE, HI 


10 

.61 2F0 ROANOKE, VA 

26 

1.60 4KQ GRIEHEAT, U! 


16 

.86 2G0 JOHNSTOWN, PA 

8 

.49 4L0 MINNESOTA 



2H0 PinSSURGN, PA 

13 

.80 AMO DAKOTAS 


66 

2.82 2N1 PITTS8URGH SUB-MCT 

17 

1.04 SAD MEMPHIS, TN 


8 

.49 2H2 ERIE SUS-MKT 

7 

.43 SBQ JACKSON, MS 


26 

1.60 210 HUNTINGTON-CHARLESTO 

68 

2.95 5C0 ST. LOUIS, MO 


12 

.74 2J0 CINCINNATI, ON 

7 

.43 SCO LITTLE ROCK, AR 


59 

3.62 2X0 CLEVELAND-AKRON, ON 


SCO LAKE CHARLES/MONROE 


25 

1.53 2L0 COLUMBUS, ON 

2 

.12 5€1 MONROE SUS-MKT 


7 

.43 2*0 DAYTON, ON 

6 

.25 5E2 LAKE CHARLES-ALEXAND 


13 

.80 2MQ TOLEDO, ON 


5F0 NEW ORLEANS/SATON RO 






, 1.629 PGM COIN 


X TRADE AREA 
.49 5F1 NEW ORLEANS 
.12 5F2 EATON ROUGE 
.31 SGO SHREVEPORT 
.12 SHO CORPUS CHRIST!, TX 
1.17 510 DALLAS-FT. WORTH, 
.6$ 5JO HOUSTON, TX 
.12 5K0 LU8B0CK-AMARILL0, 
5L0 SAN ANTONIO 
.31 5L1 SAN ANTONIO SUB-NX' 
.25 5L2 AUSTIN SUB-NCT 
.37 SMO OKLAHOMA CITY, OK 
.37 5N0 TULSA, OK 

6A0 OES MOINES, IA 
1.17 6B0 KANSAS CITY, MO 
.18 6C0 WICHITA, KS 
.74 600 OMAHA-LINCOLN, NE 
.92 6E0 DENVER, CO 
6F0 UTAH/IOAHO 
6F1 SALT LAKE CITY SUB 
.43 6F2 SOUTHERN IOAHO SUB- 
.18 6G0 BIG SKY, MT-WY 
1.41 6H0 PORTLAND, OR 
1.10 610 SEATTLE, UA 
.49 6JO SPOKANE, UA 
.06 6K0 ALASKA 

7A0 EL PASO, TX 
.12 7B0 ALBUQUERQUE, NH 
.31 7C0 ARIZONA 
.25 TOO FRESNO, CA 
7E0 LOS ANGELES 
1.66 7E1 LOS ANGELES SUB-MKT 
.12 7E2 LAS VEGAS SUB-MKT 
1.04 7F0 SACRAMENTO, CA 
.55 7G0 SAN OIEGO, CA 
2.09 7H0 SAN FRANCISCO, CA 
710 HAWAII 

100.00 *** total ••• 


M 

O 

•*. 

CJ 

O 

K) 

U 

CJ 

05 

o 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 



ttratT MO. MDOftUA 


OUECT MAAKET1MG WWFILE tEWMT 


GSOOUH1C DATA 


CELL 01 ^HASE A WK 90215 MAALftOftO KACIMG OZIECT MAIL NOGAAM 1990 



C 




MZELSEM COUNTY 


COUNT 

X STATE 

COUNT 

X NIELSEN COUNTY 

COUNT 

1 

.06 AX ALASKA 

512 

31.43 A NIELSEN COUNTY A 


9 

.35 At ALABAMA 

566 

34.75 8 NIELSEN COUNTY B 


9 

.53 AM ARKANSAS 

325 

19.95 C NIELSEN COUNTY C 

51 

5 

.31 AZ ARIZONA 

225 

13.81 0 NIELSEN COUNTY D 

122 

89 

5.46 CA CALIFORNIA 

1 

.06 U UNKNOWN COUNTY U 


15 

.92 CO COLORADO 

1,«9 

100.00 *** TOTAL *** 


21 

1.29 CT CONNECTICUT 



31 

3 

.18 OC DISTRICT OF COLUMItA 



51 

9 

.55 0E DELAWARE 



18 

80 

4.91 FL FLORIDA 




56 

3.44 6A GEORGIA 

CLUSTER GROUPS 



HI NAURU 

COUNT 

X CLUSTER GROUPS 

29 


tA IOUA 

163 

10.01 RI RURAL TOWNS 8 VILLAGES 

17 

9 

.55 ID IOAHO 

225 

13.81 R2 MIXED WHITES, SLACKS, 

75 

86 

5.28 IL ILLINOIS 

19 

1.17 SI EDUCATED, AFFLUENT EXE 


55 

3.38 IN INOIAMA 

40 

2.46 S2 PRE 8 POST-CHILD FAMIL 


5 

.31 KB KANSAS 

173 

10.62 S3 UPPER-MIDOLE, CHILD-RA 

104 

43 

2.64 KY KENTUCKY 

100 

6.14 S4 MIOOLE CLASS, POST-CHI 

55 

19 

1.17 U LOUISIANA 

121 

7.43 T1 EDUCATED, YOUNG, MOBIL 

59 

33 

2.03 MA MASSACHUSETTS 

218 

13.38 T2 MIOOLE CLASS, CHILD-RA 


24 

1.47 W MARYLAND 

224 

13.75 T3 MIXED GENTRY 8 BLUC-CO 


14 

.86 ME NAIM 

39 

2.39 UU UNKNOWN CLUSTERS (41,4 

39 

112 

6.88 MI MICHIGAN 

74 

4.54 U1 EDUCATED, WHITE-COLLAR 

42 


NN MINNESOTA 

$4 

5.16 U2 MtOOLE-CLASS IWIGRANT 

89 

46 

2.82 MO MISSOURI 

149 

9.15 U3 MIXED BLACKS, SPANISH 

54 

11 

.68 MB MISSISSIPPI 

1,629 100.00 *** TOTAL *** 


2 

.12 NT MONTANA 




56 

3.44 NC NORTH CAROLINA 



32 

8 

.49 HO NORTH DAKOTA 



7 

12 

.74 HE NEBRASKA 




15 

.92 NH NEW HAMPSHIRE 

CLUSTER 



39 

2.39 NJ NEW JERSEY 

COUNT 

X CLUSTER 

2 

2 

.12 NM NEW MEXICO 



56 

4 

.25 NV NEVADA 


RURAL TOWNS 8 VILLAGES AM 

11 

122 

7.49 NY NEW YORK 

88 

5.40 19 SHOTGUNS 8 PICKUPS 

5 

120 

7.37 ON OHIO 

SO 

3.07 34 AGRI-BUSINESS 


- 12 

.74 OK OKLAHOMA 

25 

1.53 35 GRAIN SELT 


20 

1.23 OR OREGON 



3 

163 

10.01 PA PENNSYLVANIA 


MIXED WHITES, BLACKS, SPA 

1$ 

15 

.92 RI RHODE ISLAND 

23 

1.41 06 HARO SCRABBLE 

37 

31 

1.90 SC SOUTH CAROLINA 

102 

6.26 10 BACK-COUNTRY FOLKS 

26 

5 

.31 m SOUTH DAKOTA 

13 

.80 IS TOBACCO ROADS 


40 

2.46 TN TENNESSEE 

87 

5.34 38 SNARE CROPPERS 


a 

2.70 TX TEXAS 



76 


UT UTAH 


EDUCATED, AFFLUENT EXE CUT 

15 

28 

1.72 VA VIRGINIA 

15 

.92 05 FURS 8 STATION WAGON 

29 

5 

.31 VT VERMONT 

4 

.25 OB MONEY 8 BRAINS 

29 

27 

1.66 UA WASHINGTON 


28 BLUE BLOOD ESTATES 


78 

4.79 W! WISCONSIN 




26 

1.60 WV WEST VIRGINIA 


PRE 8 POST-CHILD FAMILIES 


1 

.06 VY WYOMING 

23 

1.41 07 POOLS 8 PATIOS 


1,629 100.00 *** TOTAL m 

15 

.92 20 YOUNG INFUJENTIALS 




2 

.12 25 TWO MORE RUNGS 



X 

3.13 

7.49 


1.90 

3.13 

1.10 


1.7$ 

1.04 

4.60 


6.3$ 

3.3$ 

3.62 


2.39 

2.5$ 

5.46 

3.31 


1.96 

.43 

.12 


3.44 

. 6 $ 

.31 


. 1 $ 

1.10 

2.27 

1.60 


4.67 

.92 

1.7$ 

1.7$ 


04/24/90 PACE 
1,629 PGM COUk 


CLUSTER 

UPPER-NIDOLE, CHILD-*/ 
24 YOUNG SUBURB IA 

30 BLUE-CHIP BLUES 

MIDDLE CLASS, PCST-CH! 
02 RANK ( FILE 
27 LEVITTOWN, U.S.A. 

39 GRAY POWER 

EOUCATEO, YOUNG, MOBIL 
01 GOO'S COUNTRY 

12 TOWNS 8 GOWNS 

17 NEW HOMESTEADERS 

MIOOLE CLASS, CHILD-RF 
16 MIOOLE AMERICA 
29 COALSURG t CORNTOUt 

40 BLUE-COLLAR NURSER" 

MIXED GENTRY t BLUE-CC 

13 NORMA RAE-VILLE 

18 OLD BRICK FACTO*I El 

22 MINES 8 HILLS 
33 GOIOEN PONDS 

UNKNOWN CLUSTERS (41 ,t 

41 MUST UPOATE 

42 TO BE IDENTIFIED 

EOUCATEO, WHITE-COLLAI 
21 URBAN COLO COAST 

23 NEW BEGINNINGS 

31 SLACK ENTERPRISE 
37 BOHEMIAN MIX 

MtOOLE-CLASS IMMIGRAN 
03 NEW MELTING POT 

14 EMERGENT MINOR!TIE 
26 SINGLE CUT HUES 
36 OLD YANKEE ROWS 

MIXED BLACKS, SPANISH 
04 HEAVY INOUSTRT 
09 HISPANIC MIX 
11 DOWNTOWN OIXIE-STT 

32 PUBLIC ASSISTANCE 

O 

x* 

03 

o 

K> 

OJ 

03 

CP 

-4 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 




RKPCRT HO. W0R14A 

«XMPNIC DATA Cfll 01 NASS A 

COOC 


t 

*cr 

COOC 

.37 

010 

MA 

A6MM1 

.12 

Oil 

ma 

SPRINGFIELD 

.06 

012 

MA 

8ITT1FIELD 

.25 

013 

MA 

GREENFIELD 

.12 

01S 

MA 

AU8U8N 

.12 

017 

MA 

FRAMINGHAM 

.25 

018 

MA 

U08U8N 

.12 

020 

MA 

N2NGMAM 

.37 

021 

MA 

BOSTON 

.06 

023 

MA 

AVON 

.18 

027 

MA 

ASSONET 

.61 

028 

8! 

ADAMSVILLE 

.31 

029 

81 

PROVIDENCE 

.12 

030 

NM 

AMHERST 

.06 

031 

MM 

MANCHESTER 

.06 

032 

NM 

UATERVILLI VALLEY 

.12 

033 

NM 

CONCORD 

.06 

034 

NN 

KEENE 

.18 

035 

NM 

LITTLETON 

.12 

037 

NM 

BATM 

.18 

038 

NM 

TEASE AFt 

.25 

040 

ME 

ACTON 

.06 

042 

ME 

AU8URN 

.18 

048 

ME 

ELLSWORTH 

.12 

047 

ME 

MOULTON 

.06 

048 

ME 

ROCKLAND 

.18 

049 

ME 

UATERVILLI 

.18 

054 

VT 

BURLINGTON 

.12 

056 

VT 

MONTPELIER 

.31 

060 

CT 

AVON 

.12 

062 

CT 

W1LLIMANT1C 

.12 

063 

CT 

NEW LONDON 

.43 

064 

CT 

ANSONIA 

.06 

065 

CT 

NEW HAVEN 

.12 

066 

CT 

BRIDGEPORT 

.12 

067 

CT 

UATE8BURY 

.68 

070 

NJ 

AVENEL 

.25 

071 

NJ 

NEWARK 

.12 

072 

NJ 

ELIZABETH 

.06 

075 

NJ 

PATERSON 

.12 

077 

84 

RED BANK 

.12 

078 

NJ 

OOVE8 

.25 

080 

NJ 

ALLOWAY 

.06 

081 

NJ 

CAMDEN 

.06 

082 

NJ 

AISECON 

.06 

083 

NJ 

BRIDGETON 

.12 

085 

NJ 

ALLENTOWN 

.12 

087 

NJ 

LAKEWOOD 

.37 

088 

NJ 

AMNAMDALE 

.06 

100 

NT 

NEW YORK 

.06 

103 

NY 

STATEN ISLAND 

.06 

104 

NT 

BRONX 

.06 

106 

NT 

NEW ROCHELLE 


DIRECT MARKETING PROFILE IE MAT 
W *0215 MARLBORO RACING OIRKT MIL PROGRAM 1990 


COUHT X SCI COOC COUNT 

* .25 109 NT SUFFERN 11 

1 .06 110 NT FLORAL PARK 1 

4 .25 112 KY MOOKLYN 2 

1 .06 IIS NT FLUSHING 11 

1 .06 114 KT JAMAICA 1 

3 .18 115 KY MINEOLA 4 

1 .06 116 NY FAX ROCXAWAY 1 

10 .61 117 NY AMITYVILLf 5 

8 .49 120 NY ALCOVE 5 

3 .18 121 NY KINDERHOOK 2 

1 .06 123 NY SCHENECTADY 3 

4 .25 124 NY KINGSTON 4 

2 .12 125 NY AMENIA 4 

1 .06 126 NY POUGHKEEPSIE 2 

1 .06 127 NY MONTICELLO 4 

3 .18 128 NY GLENS FALLS 10 

3 .18 129 NY PLATTSSURGH 6 

7 .43 130 NY APULIA STATION 8 

1 .06 131 NY NC CRAW 15 

3 .18 132 NY SYRACUSE 2 

5 .31 133 NY ALDER CREEK 2 

1 .06 134 NY NC CONNEUSVILLE 1 

2 .12 136 NY WATERTOWN 2 

2 .12 138 NY NC DONOUGH 5 

4 .25 139 NY IINCHAMTON 3 

8 .49 140 NY AKRON 1 

3 .18 141 NY MACHIAS 3 

7 .43 142 KY IUFFALO 1 

3 .18 143 NY NIAGARA FALLS 5 

2 .12 144 NY ADAMS IAS IN 2 

4 .25 145 NY NACEDON 3 

3 .18 146 NY ROCHESTER 2 

5 .31 147 NY JAMESTOWN 5 

7 .43 148 NY ADO ISON 1 

4 .25 150 PA ALIQUIPPA 1 

4 .25 151 PA ALLISON PARK 2 

5 .31 152 PA PITTSSURGH 1 

1 .06 154 PA UNIONTOUN 1 

2 .12 155 PA SOMERSET 1 

3 .18 156 PA GREENSSUR6 2 

7 .43 157 PA INDIANA 1 

1 .06 158 PA DU SOIS 1 

4 .25 159 PA JOHNSTOWN 1 

3 .18 160 PA SUTLER 1 

3 .18 161 PA NSW CASTLE 6 

1 .06 162 PA KITTANNING 1 

2 .12 163 PA OIL Cm 2 

5 .31 164 PA ALSION 4 

2 .12 165 PA ERIE 2 

3 .18 166 PA ALTOONA 1 

1 .06 167 PA IRADFORD 1 

1 .06 168 PA STATE COLLEGE 4 

5 .31 169 PA UELLSSORO 1 


04/24/90 PAGE 
1.629 PGM COUNT 


X SCF CCOE 
.68 170 PA CAMP HELL 
.06 171 PA HARRISBURG 
.12 172 PA CHAMBERS8URG 
.68 173 PA ABBOTTSTOWN 
.06 174 PA YORK 
.25 175 PA AKRON 
.06 176 PA LANCASTER 
.31 177 PA SOUTH WILLIAMSPOR 
.31 178 PA SUNBURY 
.12 179 PA POTTSVILLE 
.18 180 PA LEHIGH VALLEY 
.25 181 PA ALLENTOWN 
.25 182 PA HAZLETON 
.12 184 PA ALOENVILLE 
.25 185 PA SCRANTON 
.61 186 PA BEACH HAVEN 
.37 187 PA WILKES-BARRE 
.49 190 PA ABINGTON 
.92 191 PA PHILADELPHIA 
.12 193 PA PAOLI 
.12 194 PA NORRISTOWN 
.06 195 PA ADAMSTOWN 
.12 196 PA READING 
.31 197 OE BEAR 
.18 198 OE WILMINGTON 
.06 199 OE DOVER 
.18 200 OC WASHINGTON 
.06 206 MD WALDORF 
.31 207 MO ANNAPOLIS JUNCTIC 
.12 208 MO GLEN ECHO 
.18 210 MD ABERDEEN 
.12 211 MD MAGNOLIA 
.31 212 MO BALTIMORE 
.06 215 MD CUMBERLAND 
.06 216 MD EASTON 
.12 217 MD FREDERICK 
.06 218 MD SALISBURY 
.06 219 MO NORTH EAST 
.06 220 VA ALOIS 
.12 221 VA MC LEAN 
.06 223 VA ALEXANDRIA 
.06 225 VA laoysmitn 
.06 227 VA CULPEPER 
.06 230 VA ACHILLES 
.37 232 VA RtCHMONO 
.06 234 VA KELLER 
.12 236 VA NEWPORT NEWS 
.25 240 VA ROANOa 
.12 241 VA HARDY 
.06 242 VA BRISTOL 
.06 243 VA PULAUt 
.25 245 VA LTNCMNURG 
.06 250 WV ALLO» 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023388 





REPORT MO. HD0R14A 


DIRECT MARKET IMG PtOPlCE REPORT 


04/24/90 PACE 4 


GEOGRAPHIC DATA 


CCU 01 PHASC A POM 90215 MAR 110*0 RACING DIRECT MAIL PROGRAM 1990 


1,629 PGM COUNT 


CODE CCONT) 

COUNT X SCP cooe 

3 .18 2S1 UV NANO (XT 

1 .06 254 WV MAXTINS8URG 

6 .37 255 WV AUOX 

2 .12 258 WV BECKLEY 

1 .06 259 MV OAK Mill 

4 .25 260 UV WHEELING 

4 .25 261 WV PARKERSBURG 

1 .06 262 WV BUCKMAMNQN 

1 .06 263 WV CLARKSBURG 

1 .06 264 UV NC UHORTER 

1 .06 265 UV NORGAMTOUN 

2 .12 270 NC ADVANCE 

3 .18 271 NC UINSTON'SAIEM 

4 .25 272 NC ALAMANCE 

7 .43 273 NC NC LEAMSVIUE 

3 .18 275 NC ANGIER 

1 .06 277 NC OURHAM 

1 .06 278 NC ROCKY MOUNT 

1 .06 279 NC EUZA8ETH CITY 

5 .31 280 NC AUEMARIE 

5 .31 281 NC MC ADENVILIE 

3 .18 282 NC CHARLOTTE 

6 .37 283 NC FAYETTEVILLE 

1 .06 284 NC WILMINGTON 

1 .06 285 NC KINSTON 

8 .49 286 NC HICKORY 

5 .31 287 IK ALEXANDER 

2 .12 290 SC ALCOLU 

3 .18 291 SC NC SEE 

2 .12 293 SC SPARTANBURG 

7 .43 294 SC CHARLESTON 

2 .12 295 SC FLORENCE 

10 .61 296 SC GREENVILLE 

5 .31 297 SC ILACXS8URG 

11 .68 300 GA AUSTELL 

12 .74 301 GA ACUORTH 

5 .31 302 GA ALPHARETTA 

9 .55 303 GA ATLANTA 

2 .12 304 GA SUAINS80RO 

6 .37 305 GA GAINESVILLE 

3 .18 306 GA ATHENS 

2 .12 307 GA CALHOUN 

2 .12 309 GA AUGUSTA 

1 .06 310 GA AISEVILLE 

2 .12 315 GA UAYCROSS 

1 .06 318 GA SOX SPRINGS 

1 .06 320 FL ASTOR 

5 .31 321 FL ASTOR 

7 .43 322 FL JACKSONVILLE 

1 .06 323 FL TALLAHASSEE 

3 .18 324 FL PANAMA CITY 

6 .37 325 FL PENSACOLA 

5 .31 326 FL GAINESVILLE 


COUNT X SCF COOE 

4 .25 327 FL ALTAMONTE SPRINGS 

6 .37 328 FL ORLANDO 

3 .18 329 FL MELBOURNE 

5 .31 330 FL LONG KEY 

2 .12 331 FL NIAMI 

1 .06 332 FL MIAMI 

1 .06 333 FL FORT LAUDERDALE 

2 .12 334 FL UEST PALM BEACH 

4 .25 335 FL BALM 

6 .37 336 FL TAMPA 

3 .18 337 FL SAINT PETERSBURG 

2 .12 338 FL LAKELAND 

6 .37 339 FL FORT MYERS 

3 .18 342 FL BRADENTON 

3 .18 346 FL BROOKSVIUE 

1 .06 347 FL BROOKSVIUE 

1 .06 350 AL MOODY 

1 .06 352 AL BIRMINGHAM 

1 .06 362 AL ANNISTON 

2 .12 365 AL JACKSON 

2 .12 366 AL NOBILE 

1 .06 367 AL SELMA 

1 .06 368 AL OPELIKA 

4 .25 371 TN NC EWEN 

2 .12 372 TN NASHVILLE 

1 .06 373 TN ALTAMONT 

6 .37 376 TN JOHNSON CITY 

3 .18 377 TN ALCOA 

4 .25 378 TN MARYVILLE 

3 .18 379 TN KNOXVILLE 

1 .06 380 TN ALAMO 

4 .25 381 TN MEMPHIS 

6 .37 383 TN JACKSON 

3 .18 384 TN COLUMBIA 

3 .18 385 TN COOKEVILLE 

1 .06 386 MS ABBEVILLE 

1 .06 388 MS TUPELO 

1 .06 390 MS BEL20NI 

2 .12 391 MS NC ADAMS 

1 .06 392 MS JACKSON 

1 .06 393 MS MERIDIAN 

2 .12 394 NS HATTIESBURG 

1 .06 395 MS GULFPORT 

1 .06 397 MS COLUMBUS 

6 .37 400 KY BAGDAD 

6 .37 402 KY LOUISVILLE 

5 .31 403 KY BETHEL 

1 .06 404 KY ANNVILIE 

2 .12 407 KY CORBIN 

1 .06 408 KY AGES'BROOKSIDE 

2 .12 410 KY ALEXANDRIA 

1 .06 411 KY ASHLAND 

2 .12 413 KY CAMPTON 


COUNT X SCF COOE 

2 .12 414 KY BETHANNA 

1 .06 415 KY PIKEVIllE 

1 .06 417 KY HAZARD 

1 .06 418 KY AMBURGEY 

1 .06 420 KY PADUCAH 

1 .06 421 KY BOWLING GREEN 

2 .12 422 KY ABERDEEN 

2 .12 423 KY OWENSBORO 

3 .18 424 KY BASKETT 

1 .06 426 KY AARON 

2 .12 427 KY ELIZABETHTOWN 

7 .43 430 OH ALEXANDRIA 

4 .25 431 OH ADELPHI 

6 .37 432 OH COLUMBUS 

4 .25 433 OH MARION 

2 .12 434 OH BOWLING GREEN 

4 .25 435 OH ALVORDTON 

5 .31 436 OH TOLEDO 

2 .12 437 OH ZANESVILLE 

4 .25 439 OH ADENA 

12 .74 440 OH AMHERST 

14 .86 441 OH CLEVELAND 

6 .37 442 OH ATWATER 

3 .18 443 OH AKRON 

8 .49 444 OH BERLIN CENTER 

1 .06 445 OH YOUNGSTOWN 

9 .55 446 OH ALLIANCE 

4 .25 447 OH CANTON 

4 .25 448 OH ADRIAN 

1 .06 450 OH ADDYSTON 

1 .06 451 OH ABERDEEN 

2 .12 452 OH CINCINNATI 

4 .25 453 OH ALPHA 

2 .12 454 OH DAYTON 

2 .12 455 OH SPRINGFIELO 

5 .31 456 OH CHIUICOTHE 

2 .12 457 OH ATHENS 

2 .12 458 OH LIMA 

1 .06 460 IN ALEXANDRIA 

4 .25 461 IN ADVANCE 

14 .86 462 IN INDIANAPOLIS 

6 .37 463 IN BEVERLY SHORES 

3 .18 465 IN ARGOS 

3 .18 466 IN SOUTH SEND 

3 .18 467 IN ALBION 

3 .18 469 IN KOKOMO 

1 .06 470 IN AURORA 

4 .25 471 IN AUSTIN 

2 .12 472 IN COLUMBUS 

4 .25 473 IN MUNCIE 

1 .06 474 IN BIOCMINCTC* 

2 .12 476 IN BOONVtut 

1 .06 478 IN TERRE haute 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023389 




KEKKT HO. NDOR1U 


OJKCT tUKETIKG PROFILE REPORT 


04/2V90 PAQg 


GEOGRAPHIC DATA 



CELL 01 

PHASE A PGM 90215 

NARIKRO RACING DIRECT NAIL PROGRAM 1990 




1,629 PGM COUNT 

CODE (CONT) 














COUNT 

X 

SCF 

CQDC 

COUNT 

X 

SCF 

CODE 

COUNT 

X 

SCF 

CODE 

3 

.18 

479 

IN 

LAFAYETTE 

1 

.06 

612 

a 

ROCK ISLAND 

1 

.06 

712 

LA 

MONROE 

13 

.80 

480 

MI 

ALQOMAC 

1 

.06 

613 

IL 

LA SALLE 

3 

.18 

713 

LA 

ALEXANDRIA 

18 

1.10 

481 

MI 

ALLEN PAJUC 

3 

• 18 

614 

a 

GALES8URG 

2 

.12 

714 

LA 

AIMWELL 

23 

1.41 

482 

MI 

DETtOlT 

1 

•06 

615 

a 

ASTORIA 

1 

.06 

717 

AN 

CAMDEN 

1 

.06 

483 

M! 

FONT HUNON 

1 

.06 

616 

a 

PEORIA 

3 

.18 

720 

AR 

AOONA 

S 

.31 

484 

MI 

APPLEGATE 

2 

.12 

617 

IL 

BLOOMINGTON 

1 

.06 

721 

AR 

MC CRORY 

3 

.18 

485 

MI 

FLINT 

3 

.18 

618 

a 

URIANA 

3 

.18 

724 

AR 

JONESBORO 

5 

.31 

486 

Ml 

SAGINAW 

2 

.12 

619 

a 

ANGOLA 

1 

.06 

726 

AR 

HARRISON 

8 

.37 

487 

MI 

AOON 

5 

.31 

620 

IL 

AiHAttftf A 

2 

.12 

730 

OK 

ALBERT 

6 

.37 

488 

MI 

ALMA 

7 

.43 

622 

IL 

EAST SAINT LOUIS 

2 

.12 

731 

OK 

OKLAHOMA CITY 

4 

.25 

489 

MI 

LANSING 

1 

.06 

623 

a 

QUIMCT 

2 

.12 

735 

OK 

LAWTON 

8 

.49 

490 

Ml 

KALAMA200 

1 

.06 

625 

a 

ARGENTA 

3 

.18 

740 

OK 

AVANT 

3 

.18 

491 

MI 

BAROOA 

1 

.06 

626 

a 

ALEXANDER 

3 

.18 

744 

OK 

MUSKOGEE 

1 

.06 

492 

MI 

JACKSON 

3 

.18 

628 

IL 

CENTRALIA 

3 

.18 

750 

TX 

ADDISON 

1 

.06 

493 

MI 

ADA 

3 

.18 

629 

a 

CARBONDALE 

3 

.18 

751 

TX 

SARDUELL 

3 

.18 

494 

MI 

ALLENDALE 

9 

.55 

630 

MO 

ALLENTON 

2 

.12 

752 

TX 

DALLAS 

6 

.37 

495 

MI 

GNAND RAPIDS 

6 

.37 

631 

MO 

SAINT LOUIS 

1 

.06 

754 

TX 

GREENVILLE 

5 

.31 

497 

MI 

MACKINAW CITY 

2 

.12 

633 

MO 

SAINT CHARLES 

1 

.06 

755 

TX 

TEXARKANA 

1 

.06 

498 

Ml 

IRON MOUNTAIN 

1 

.06 

634 

NO 

HANNIBAL 

1 

.06 

759 

TX 

LUFKIN 

11 

.68 

530 

V! 

ADELL 

2 

.12 

637 

MO 

CAPE GIRARDEAU 

3 

.18 

760 

TX 

ARLINGTON 

11 

.68 

531 

U! 

BASSETT 

3 

.18 

638 

MO 

SIKESTON 

2 

.12 

763 

TX 

WICHITA FALLS 

11 

.68 

532 

VI 

MILWAUKEE 

2 

.12 

639 

NO 

POPLAR BLUFF 

2 

.12 

764 

TX 

STEPHENVILLE 

1 

.06 

534 

VI 

RACINE 

2 

.12 

640 

NO 

ALMA 

1 

.06 

765 

TX 

TEMPLE 

5 

.31 

535 

VI 

AFTON 

2 

.12 

641 

NO 

KANSAS Cin 

1 

.06 

766 

TX 

ABBOTT 

2 

.12 

537 

VI 

MADISON 

2 

.12 

644 

MO 

AGENCY 

1 

.06 

769 

TX 

SAN ANGELO 

1 

.06 

538 

VI 

BAGLEY 

1 

.06 

646 

NO 

CHILLICOTHE 

1 

.06 

770 

TX 

HOUSTON 

1 

.06 

539 

VI 

PONTAGE 

3 

.18 

647 

MO 

HARRISONVILLE 

2 

.12 

773 

TX 

CONROE 

3 

.18 

540 

VI 

AWRY 

1 

.06 

648 

MO 

JOPLIN 

1 

.06 

774 

TX 

BELLAIRE 

4 

.25 

541 

VI 

ABRAMS 

2 

.12 

651 

NO 

JEFFERSON CITY 

3 

.18 

775 

TX 

PASADENA 

2 

.12 

542 

VI 

ALGOMA 

2 

.12 

652 

MO 

COLUMBIA 

2 

.12 

776 

TX 

BRIDGE CITY 

2 

.12 

543 

VI 

GREEN BAY 

2 

.12 

653 

NO 

SEDALIA 

1 

.06 

777 

TX 

BEAUMONT 

7 

.43 

544 

VI 


1 

.06 

654 

NO 

ROLLA 

1 

.06 

781 

TX 

ADKINS 

2 

.12 

545 

VI 

RHINELANDER 

1 

.06 

656 

NO 

ALDRICH 

4 

.25 

782 

TX 

SAN ANTONIO 

1 

.06 

546 

VI 

LA CROSSE 

1 

.06 

657 

MO 

NC CLUNG 

1 

.06 

784 

TX 

CORPUS CHRISTI 

4 

.25 

547 

VI 

EAU CLAIRE 

1 

.06 

658 

MO 

SPRINGFIELD 

1 

.06 

785 

TX 

MC ALLEN 

3 

.18 

548 

VI 

SPOONER 

2 

.12 

666 

KS 

TOPEKA 

1 

.06 

786 

TX 

ALBERT 


.43 

549 

VI 

OSHKOSH 

1 

.06 

669 

K$ 

CONCORDIA 

1 

.06 

787 

TX 

AUSTIN 

1 

.06 

570 

» 

ALCESTEN 

1 

.06 

670 

KS 

ANOALE 

2 

.12 

791 

TX 

AMARILLO 

3 

.18 

571 

m 

SIOUX FALLS 

1 

.06 

674 

KS 

SAUNA 

2 

.12 

795 

TX 

ANSON 

1 

.06 

574 

m 

ABERDEEN 

2 

.12 

681 

ME 

OMAHA 

2 

.12 

800 

CO 

ARVADA 

2 

.12 

580 

NO 

ABERCROMBIE 

3 

.18 

685 

HE 

LINCOLN 

1 

.06 

801 

CO 

AGATE 

2 

.12 

581 

ND 

FARGO 

2 

.12 

687 

HE 

NORFOLK 

2 

.12 

802 

CO 

DENVER 

2 

.12 

582 

NO 

GRAND FORKS 

1 

.06 

689 

NE 

HASTINGS 

1 

.06 

803 

CO 

BOULDER 

1 

.06 

585 

ND 

BISMARCK 

1 

.06 

690 

NE 

NC COOK 

1 

.06 

804 

CO 

GOLDEN 

1 

.06 

587 

ND 

MINOT 

2 

.12 

691 

NE 

NORTH PLATTE 

3 

.18 

805 

CO 

LONGMONT 

1 

.06 

592 

NT 

VOLF POINT 

1 

.06 

693 

NE 

ALLIANCE 

3 

.18 

809 

CO 

COLORADO SPRINGS 

1 

.06 

599 

NT 

KALISPELL 

4 

.25 

700 

LA 

METAIRIE 

1 

.06 

810 

CO 

PUEBLO 

10 

.61 

600 

II 

ALDEN 

2 

.12 

701 

LA 

NEW ORLEANS 

1 

.06 

815 

CO 

GRAND JUNCTION 

5 

.31 

601 

II 

ADDISON 

1 

.06 

703 

LA 

TM2B0DAUX 

1 

.06 

829 

WY 

ROCK SPRINGS 

18 

1.10 

604 

a 

BEECHER 

1 

.06 

704 

LA 

MJPOC 

4 

.25 

832 

ID 

POCATELLO 

4 

.25 

605 

a 

SUMM1T-ARG0 

2 

.12 

705 

LA 

LAFAYETTE 

1 

.06 

833 

ID 

TWIN FALLS 

10 

.61 

606 

a 

CHICAGO 

1 

.06 

706 

LA 

LAKE CHARLES 

1 

.06 

834 

ID 

IOAHO FALLS 

4 

.25 

611 

a 

ROCKFORD 

2 

.12 

710 

LA 

ARCADIA 

1 

.06 

837 

ID 

BOISE 


2043023390 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 




UK* T NO. MDD9UA 


otuer MAitzrtus profile report 

CfU 01 PHASE A PGM 90215 MARIIORO RACING DIRECT MAIL PROGRAM 1990 


04/24/90 PAGE 


CEOGRAPMI 


DATA 


CODE 
COUNT 


com 


X 

%Cf 

cm 

.12 

838 

ID 

AT HOC 

.ia 

850 

A2 

PNOENIX 

.12 

852 

A2 

MESA 

.06 

870 

m 

8ENNAUIL0 

.06 

871 

m 

AllUQUEiQUE 

.12 

891 

NV 

LAS VEGAS 

.06 

896 

MV 

CRYSTAL IAY 

.06 

895 

NV 

NINO 

.37 

902 

CA 

SELL 

.06 

906 

CA 

SANTA MONICA 

.06 

906 

CA 

UNITTIEN 

.06 

907 

CA 

ANTESIA 

.12 

911 

a 

PASADENA 

.06 

912 

CA 

GLENDALE 

.06 

913 

CA 

AGOUNA MILLS 

.12 

917 

CA 

ALTA LOMA 

.12 

920 

CA 

ALPINE 

.63 

921 

CA 

SAN DIEOO 

.31 

923 

CA 

ADELAMTO 

.06 

926 

CA 

SAN SERNAXDINO 

.06 

926 

CA 

ATUOOO 

.06 

927 

CA 

SANTA ANA 

.06 

930 

CA 

VEKTUNA 

.06 

932 

CA 

ALPAUGM 

.12 

933 

CA 

SAKIRSFIELD 

.06 

936 

CA 

SAN LUIS OSISPO 

.12 

937 

CA 

FRESNO 

.12 

960 

CA 

SELMONT 

.12 

961 

CA 

SAN FtANCISCO 

.76 

965 

CA 

ALAMEDA 

.37 

966 

CA 

OAKLAND 

.12 

968 

CA 

RICHMONO 

.25 

950 

CA 

APTOS 

.25 

951 

CA 

SAN JOSE 

.31 

952 

CA 

STOCKTON 

.06 

953 

CA 

ATUATER 

.12 

956 

CA 

SANTA ROSA 

.18 

956 

CA 

AMADON Cm 

.06 

958 

CA 

SACRAMENTO 

.12 

959 

CA 

MARYSVILLE 

.25 

960 

CA 

REDOING 

.06 

970 

ON 

ANTELOPE 

.12 

971 

ON 

AMITY 

.12 

972 

ON 

PORTLAND 

.25 

973 

ON 

SALEM 

.37 

976 

ON 

EUGENE 

.12 

975 

ON 

MEDFORD 

.06 

977 

ON 

SEND 

.06 

978 

ON 

PENDLETON 

.06 

979 

ON 

ADRIAN 

.18 

980 

UA 

ALBURN 

.25 

981 

UA 

SEATTLE 

.31 

982 

UA 

EVERETT 


COUNT X SCF CODE 

1 .06 983 UA ANDERSON ISLAND 

3 .18 984 UA TACOMA 

5 .31 986 UA AMBOY 

1 .06 988 UA UCNATCHEE 

2 .12 990 UA AIRWAY HEIGHTS 

1 .06 992 UA SPOKANE 

2 .12 993 UA PASCO 

1 .06 995 AK ANCHORAGE 

1,629 100.00 *** TOTAL *** 


1,629 PGM COUNT 


Source: https://www.industrydocuments.ucj .edu/docs/zjmlOOOO 


2043023391 




REPORT NO. WDR14A 


DltECT MARKETING HOULE REPORT 


04/24/90 PAGE 


Kim DATA 


CCU 01 PHASE A PGM 90215 MARU0R0 RACING DIRECT MAIL PROGRAM 1990 


1,629 PGM COURT 


ex 


EDUCATION 


MARITAL STATUS 


COUNT 

X GENDft 

COUNT 

X EDUCATION 

COUNT 

X MARITAL STATUS 


A AMSQUGUS 

31 

1.90 • ATTENDED ELEMENTARY SCH 

274 

16.82 D DIVORCED OR SEPARATED 


B BLANK FIRST 

50 

3.07 C NEVER GRADUATED FROM HI 

944 

57.95 M MARRIED 

1,629 100.00 F FEMALE 

859 

52.73 D COMPLETED HIGH SCHOOL 0 

285 

17.50 S SINGLE, NEVER MARRIED 


I INITIAL 

333 

20.44 E NEVER GRADUATED FROM CO 

57 

3.50 U UNKNOWN 


* MALI 

157 

9.64 F COMPLETED COLLEGE OR EQ 

38 

2.33 U WIDOWED 


U UNKNOWN 

57 

3.50 6 ATTENOED SCHOOL IEY0ND 

30 

1.84 1 MARRIED * OVERLAY 

1.629 

100.00 *** TOTAL *** 

142 

8.72 U UNKNOWN 

1 

.06 2 SINGLE • OVERLAY 



1,629 100.00 •** TOTAL *** 


3 WIDOWED * OVERLAY 





1,629 

100.00 **• TOTAL 


INCOME 


OCCUPATION 


SMOKER INDICATOR 


COUNT 

X 

INCOME 

COUNT 

X OCCUPATION 

COUNT X SMOKER INDICATOR 

335 

20.56 

A LESS THAN $10,000 

16 

.96 A ADMINISTRATOR 

8 SMOKER (NO IRAMOS) 

2 

.12 

1 LESS THAN $14,999 

14 

.86 1 SELF EMPLOYED/OWN IUSIN 

0 OECOY/SEED 

402 

24.68 

0 $10,000 • $19,999 

218 

13.38 C CLERICAL 

M NON-SMOKER (PHONE) 

2 

.12 

C $15,000 • $19,999 

12 

.74 E STUDENT 

N NON-SMOKER (MAIL) 

343 

21.06 

N $20,000 • $29,999 

471 

28.91 N HOMEMAKER 

P PIPE/CIGAR SMOKER 

227 

13.93 

L $30,000 • $39,999 

4 

.25 J PROFESSIONAL/TECH 

0 QUITTER 

110 

6.75 

P $40,000 • $49,999 . 

25 

1.53 K CRAFTSWORKER 

1,629 100.00 S SMOKER (W/8RAN0) 

14 

.86 

0 $50,000 • $59,999 

190 

11.66 L LABORER/MACHINE OPERATO 

T UNKNOWN (TM FAIL) 

6 

.37 

R $60,000 • $74,999 

107 

6.57 M MIDDLE MANAGEMENT 

U UNKNOWN (NO RSED) 

6 

.37 

S $75,000 OR MORE 

152 

9.33 0 OTHER 

X SMOKER (NO SAMPLES) 

41 

2.52 

T $50,000 OR MORE 

115 

7.06 P PROFESSIONAL/EXECUTIVE 

1,629 100.00 *** TOTAL •*• 

82 

5.03 

U HOUSEHOLD INCOME NOT KN 

4 

.25 R RETIRED 




V $50,000 - $74,999 

86 

5.28 S SALES 


11 

.68 

1 LESS THAN $15,000 

32 

1.96 T TECHNICAL 


8 

.49 

2 $15,000 * $19,999 

156 

9.58 U UNKNOWN 


6 

.37 

3 $20,000 • $24,999 


U SERVICE WORKER 


13 

.80 

4 $25,000 • $34,999 


0 MILITARY 


16 

.96 

5 $35,000 * $49,999 

5 

.31 1 PROFESSIONAL/TECH 


5 

.31 

6 $50,000 * $74,999 

5 

.31 2 ADMINISTRATIVE/MANAGERI 




7 $73,000 OR MORE 

1 

.06 3 SALES/SERVICE 


1,629 100.00 

*** TOTAL *** 

2 

.12 4 CLERICAL 



5 .31 5 CRAFTSWORKER 

1 .06 6 STUDENT 

7 .43 7 HOMEMAKER 

1 .06 8 RETIRED 

9 FARMER 

1,629 100.00 *** TOTAL *** 


to 

o 

CO 

© 

to 

CO 

CO 

© 

to 


Source: https://www.industrydocuments.ucsf.edu/docs/zjml0000 



«K*r »o. momu direct marketing profile re pout 



04/24/90 

PACE 

«*«Wt OAT* CELL 01 PHASE A P« 90215 KARL 10*0 RACING DIRECT MAIL 

PROG&AM 1990 


1,629 PGM COUNT 

JC BACKGROUND AGE 






' COUNT X ETHNIC BACKGROUND COUNT 

X AGE 

COUNT 

X AGE 



1 .06 A ASIAN 

00 


53 



19 1.17 • SLACK 

01 


54 



7 .43 N HISPANIC 

02 


55 



7 .43 0 OTMEK 

03 


56 



1,291 79.25 U UNKNOWN 

04 


57 



304 18.66 W WHITE 

05 


58 



1,629 100.00 *** TOTAL *** 

06 


59 




07 


60 




06 


61 




09 


62 




10 


63 




11 


64 




12 


65 




13 


66 




14 


67 




15 


68 




16 


69 



AGE RANGE 

17 


70 



COUNT X ACE RANGE 

18 


71 



00 00 

19 


72 



01 20 

20 


73 



121 7.43 21 24 9 

.55 21 


74 



985 60.47 25 34 24 

1.47 22 


75 



523 32.11 35 44 36 

2.21 23 


76 



45 54 

3.19 24 


77 



^ 55 64 55 

3.38 25 


78 



65 99 72 

4.42 26 


79 



1,629 100.00 *** TOTAL *** 82 

5.03 27 


80 



102 

6.26 28 


81 



101 

6.20 29 


82 



111 

6.81 30 


83 



127 

7.80 31 


84 



118 

7.24 32 


85 



110 

6.75 33 


86 



107 

6.57 34 


87 



103 

6.32 35 


88 



115 

7.06 36 


89 



104 

6.38 37 


90 



81 

4.97 38 


91 



94 

5.77 39 


92 



26 

1.60 40 


93 




41 


94 




42 


95 




43 


96 




44 


97 


to 


45 


98 


o 


46 


99 


PC* 


47 

1,629 

100.00 *** 

TOTAL ••• 

CO 


48 




o 


49 




to 






CO 

W 

50 




CO 


51 




CO 


52 




CO 

Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 







REPORT MO. WM14A 


direct marketing profile uk«t 


04/24/90 PACE 


ACTIVITIES t INTERESTS CELL 01 PHASE A POM 90215 MARLBORO RACING DIKECT NAIL PROGRAM 1990 


•TB 


COUNT 

X SWATS 

COUNT 

X ACTIVITIES 

COUNT 

X 

1,629 100.00 A AUTO ftACIMG 

5 

.31 AN FASHION CLOTHING 

188 

11.54 

486 

29.71 8 BASEBALL 

4 

.25 AO FOREIGN TRAVEL 



273 

16.76 C BASKETBALL 

34 

2.09 AP GARDENING 

171 

10.50 

679 

41.68 0 BOWLING 

12 

.74 AQ GRANDCHILDREN 

172 

10.56 

557 

34.19 E FOOTBALL 

10 

.61 AR GOURMET COOKING 



123 

7.55 F OOLF 

7 

.43 AS HEALTH FOODS 

196 

12.03 

155 

9.52 6 HOCKEY 

2 

.12 AT HOME DECORATION 

22 

1.35 

381 

23.39 N NORSE RACING 

24 

1.47 AU HOME WORKSHOP 



466 

28.61 I HORSEBACK RIDING 

36 

2.33 AV HOUSEHOLD PETS 

5 

.31 

366 

22.47 J PRO WRESTLING 

12 

.74 AU HOUSE PLANTS 

8 

.49 

201 

12.34 K RUNNING 

5 

.31 AX MAKING MONEY 0PP0RTUN1 

6 

.49 

303 

18.60 L SAILING 

13 

.80 AY MOTORCYCLING 

6 

.37 

341 

20.93 N SNOW SKIING 

22 

1.35 AZ NEEDLEWORK/KNITTING 

11 

.68 

135 

8.29 N SOCCER 

2 

.12 BA NATIONAL HERITAGE 

24 

1.47 

107 

6.57 0 OTHERS 

7 

.43 SB PERSONAL COMPUTERS 

92 

5.65 

700 

42.97 P SWIMMING 

15 

.92 SC PHOTOGRAPHY 

28 

1.72 

228 

14.00 G TENNIS 

19 

1.17 80 FISHING 

45 

2.76 

401 

24.62 R SOFTBALL 

6 

.37 BE R.E. INVESTMENT 

141 

8.66 

7 

.43 T HUNTING 

6 

.49 BF RV/FOUR WHEEL DRIVE 

5 

.31 


U UNKNOWN 

25 

1.53 BC SEWING 

4 

.25 

4 

.25 V BICYCLE TOUR/RACING 

7 

.43 BH SCIENCE FICTION 

100 

6.14 

166 

10.19 U PHYSICAL FIT/EXERCtS 

4 

.2S SI SELF IMPROVEMENT 

6 

.37 


X RACGUETBALL 

6 

.37 BJ STAMPS/COINS 

33 

2.03 


0 TENNIS 

31 

1.90 BK STEREO/RECORDS/TAPES 

7 

.43 


1 BOWLING 

2 

.12 BL STOCK/BONO INVESTING 

5 

.31 


2 GOLF 

26 

1.60 BM SWEEPSTAKES 

5 

.31 


3 SNOW SKIING 

17 

1.04 BN VIDEO GAMES 

34 

2.09 


4 RUNNING/JOGGING 

36 

2.33 BO VCR RECORDING 

1 

.06 


5 BOATING/SAILING 

7 

.43 BP ENVIRONMENT/WILDLIFE C 

101 

6.20 


6 BICYCLE TOUR/RACING 

4 

.25 BQ WINES 

22 

1.35 


7 PHYSICAL FITNESS 

7 

.43 SR WALKING FOR HEALTH 

11 

.68 


8 HUNTING/SHOOTING 

30 

1.84 BS WATCHING TV SPORTS 

7 

.43 


9 RACGUETBALL 

2 

.12 BT SCIENCE/TECHNOLOGY 

9 

.55 

7,706 473.05 *** TOTAL *** 

41 

2.52 BU CABLE TV VIEWING 

5 

.31 



3 

.18 SV CULTURAL/ARTS EVENTS 

8 

.49 



1,267 

77.78 01 GO TO A RESTAURANT FOR 

1 

.06 



711 

43.65 02 GO OUT TO A MOVIE 

12 

.74 



342 

20.99 03 GO TO A PLAY/CONCERT 

273 

16.76 

ACTIVITIES 


824 

50.58 05 GO TO A BAR/NICHTCLUB 

162 

9.94 

COUNT 

X ACTIVITIES 

943 

57.89 06 PURCHASE A RECORD/TAPE 

163 

10.01 

• 

.49 AA ARTS/ANTIQUES 

650 

39.90 07 KNIT/SEV/CNBROIDER 




AS ASTROLOGY 

964 

60.41 08 DO NOME REPAIR/DECORAT 

16,969 

41.68 

27 

1.66 AC WORK ON CAR 

742 

45.55 09 GO FISHING 



30 

1.84 AD READ BOOKS 

718 

44.08 10 WORK OH YOUR CAR 



20 

1.23 AE CAMPING/HIKING 

963 

59.12 11 ORDER PROOUCTS BY MAIL 



9 

.55 AF COMMJNtTY ACTIVITY 

1,178 

72.31 12 USE VIDEOTAPES 



30 

1.84 AG CRAFTS 

601 

36.89 13 PURCHASE A LOTTERY TIC 



7 

.43 AH BIBLE READING 

984 

60.41 14 ENTER A SWEEPSTAKES 



4 

.25 AI CS RADIO 

1,272 

78.08 15 READ MAGAZINES 



15 

.92 AJ COLLECTIBLES 

1,053 

64.64 16 READ NEWSPAPERS 



4 

.25 AK CROSSWORD PUZZLES 

485 

29.77 17 USE A MAJOR CREDIT CAR 



3 

.18 AL CURRENT AFFAIRS/POLITI 

240 

14.73 18 READ BOOKS 



3 

.18 AM ELECTRONICS 

266 

16.33 19 ENTERTAIN AT NOME 




1,629 PCM COUNT 


ACTIVITIES 

20 CAMPING/HIKING 

21 POWER BOATING 

22 CRAFTS 

23 CROSSWORD PUZZLES 

24 GRANDCHILDREN 

25 OUTDOOR GARDENING 

26 WALKING FOR HEALTH 

27 ELECTRONICS 

28 MOTORCYLCES 

29 RECREATIONAL VEHICLES 

30 IIILE/DEVOTIONAL READ 

31 CURRENT AFFAIRS/POLIT 

32 HEALTH FOOOS/VITAMINS 

33 HOUSE PLANTS 

34 PHOTOGRAPHY 

35 ATTEND CULTURAL/ARTS 

36 CHARITIES/VOLUNTEER A 

37 FASHION CLOTHING 

38 FINE ART/ANTIQUES 

39 FOREIGN TRAVEL 

40 GOURMET COOKING/FINE 

41 WINES 

42 COIN/STAMP COLLECTING 

43 COLLECTIBLES/COLLECT I 

44 OUR NATION'S HERITAGE 

45 REAL ESTATE INVESTMEN 

46 STOCK/BONO INVESTMENT 

47 VETERANS BENEFITS/PRO 

48 HOME VIDEO GAMES 

49 HOUSEHOLD PETS 

50 MONEY MAKING OPPOPTUN 

51 SCIENCE FICTION 

52 WILDLIFE/ENVIRONMENT, 

53 CAREER-ORIENTED ACTf 

54 PERSONAL/HOME COMPUTi 

55 SCIENCE/NEW TECHHOLQC 

56 SELF IMPROVEMENT 

57 WATCHING CABLE TV 

58 WATCHING SPORTS ON TV 

59 ATTEND SPORTING EVENT 

60 ASTROLOGY/OCCULT 
*** TOTAL *•* 


O 

£* 

00 

O 

W 

to 

to 

o 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 



UW HO. IDM1U 


DIRECT MARKETING TOflU SEPOftT 


04/Z4/9Q PAGE 1 


SMOKING BEHAVIOR CELL 01 PHASE A MR 90215 MARLBORO RACING OIRECT MAIL PROGRAM 1990 


1,629 PGM COUNT 


TUB 


COUPON USAGE 


LOYALTY 


COUNT 

X DURATION 

COUNT 

X COUPON USAGE 

COUNT 

X 

54 

3.31 8 6 MONTHS OR LESS 

701 

43.03 A NEVER USE COUPONS 

756 

46.41 

74 

4.54 0 7 MONTHS TO 1 YEAR 

174 

10.68 B COUPONS 1*2 TIMES 

462 

26.36 

30 

1.84 E LESS THAN 1 YEAR 

226 

13.87 K COUPONS 3*6 TIMES 

125 

7.67 

180 

11.05 f 1 TO 2 YEARS 

202 

12.40 T USE COUPONS 7♦ TIMES 

212 

13.01 

74 

4.54 I 2 TO 3 YEARS 


U UNKNOWN 



49 

3.01 L 2 TO 5 YEARS 

1,303 

79.99 *** TOTAL •** 

11 

.66 

251 

15.41 0 2 TO 10 YEARS 



1 # 566 

96.13 


52 5.19 0 3 TO 5 YEARS 

206 12.52 S 10 TO 20 YEARS 
347 21.30 U UNKNOWN 
70 4.30 V MORE THAN 2 YEARS 

225 13.81 X MORE THAN 5 YEARS 
19 1.17 2 MORE THAN 20 YEARS 

1,629 100.00 *** TOTAL •** 


LOYALTY 

A BUY MY REGULAR BRANO E 
B BUY ANOTHER TYPE OR IE 
C WAIT UNTIL STORE HAS R 
0 BUY A DIFFERENT BRANO 
0 QUIT IF BRANO OISCONTI 
U UNKNOWN 
•** TOTAL 


T A DAY 

COUNT X PACK A OAT 
135 8.29 B .5 PACK OR LESS 

470 28.85 F MORE THAN .5 PACK TO 1 
435 26.70 J MORE THAN 1 TO 1.5 PACK 

252 15.47 N MORE THAN 1.5 TO 2 PACK 

205 12.58 R MORE THAN 2 PACKS 

132 8.10 U UNKNOWN 

1,629 100.00 •** TOTAL *** 


O 

NfS* 

CO 

o 

to 

CO 

CO 

CD 

C7? 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 



REPORT MO. »0«UA 


OtKCT MARKETING PROFILE REPORT 


0 * 7*4790 PAGE \ 


•norma BEHAVIOR 


CfU 01 PHASE A PGM 90215 MARLBORO RACIHC DIRECT MAIL PROGRAM 1990 1,629 PGM COURT 


(DERATION SET 

COUNT X CONSIDERATION SET 

57 2.27 01 ALPINE IN CONSIDERATION SET 

300 18.42 02 BENSON & HEDGES IN CONSIDERATION SET 
182 11.17 03 CAMBRIDGE IN CONSIDERATION SET 
887 53.22 04 MARLBORO IN CONSIDERATION SET 
393 24.13 05 MERIT IN CONSIDERATION SET 

06 NJLTIF1LTIR IN CONSIDERATION SET 
07 PLATERS ILAOC IN CONSIDERATION SET 
217 13.32 08 PLATERS LIGHTS 25'S IN CONSIDERATION SET 
100 6.14 09 PARLIAMENT LIGHTS IN CONSIDERATION SET 

10 CARTIER IN IN CONSIDERATION SET 
12 SARATOGA IN CONSIDERATION SET 
383 23.51 13 VIRGINIA SLIMS IN CONSIDERATION SET 

14 BUQCS IN CONSIDERATION SET 

15 PM BLUES IN CONSIDERATION SET 

16 PM/PM CQNMANOER IN CONSIDERATION SET 

17 PHILIP MORRIS INT'L IN CONSIDERATION SET 

18 SUPERSUMS 

19 SRISTOL IN CONSIDERATION SET 

94 5.77 20 CARLTON IN CONSIDERATION SET 

21 LUCKY STRIKE IN CONSIDERATION SET 
25 1.53 22 PALL MALL IN CONSIDERATION SET 

34 2.09 23 SILVA THINS IN CONSIDERATION SET 

24 TALL IN CONSIDERATION SET 

25 TAREYTON IN CONSIDERATION SET 

4 .25 26 MALIBU IN CONSIDERATION SET 

27 CARLTON SLIMS IN CONSIDERATION SET 

28 AMERICAN LIGHTS IN CONSIDERATION SET 

35 2.15 29 CAPRI IN CONSIDERATION SET 

30 BARCLAY IN CONSIDERATION SET 

31 BELAIR IN CONSIDERATION SET 

32 KIN SLIMS 2S'S IN CONSIDERATION SET 

33 ELI CUTTER IN CONSIDERATION SET 
549 33.70 34 KOOL IN CONSIDERATION SET 

35 RALEIGH IN CONSIDERATION SET 
302 18.54 36 RICHLANO 25'S IN CONSIDERATION SET 
37 ST. JAMES COURT IN CONSIDERATION SET 
21 1.29 38 VICEROY IN CONSIDERATION SET 

39 FALCON LIGHTS IN CONSIDERATION SET 

40 CHESTERFIELD IN CONSIDERATION SET 

41 DORADO IN CONSIDERATION SET 

42 Itt IN CONSIDERATION SET 

43 LARK IN CONSIDERATION SET 

45 STBIOC IN CONSIDERATION SET 

46 UN IN CONSIDERATION SET 

47 ST. MORITZ IN CONSIDERATION SET 

50 KENT QOLOEN LIGHTS IN CONSIDERATION SET 
139 8.53 51 KENT IN CONSIDERATION SET 

52 MAX IN CONSIDERATION SET 
408 25.05 53 NEWPORT IN CONSIDERATION SET 

54 OLD OOLO IN CONSIDERATION SET 

55 SATIN IN CONSIDERATION SET 

56 SPRING IN CONSIDERATION SET 

57 TRIUMPH IN CONSIDERATION SET 


COUNT X CONSIDERATION SET 

16 .98 58 TRUE IN CONSIDERATION SET 

59 KENT III IN CONSIDERATION SET 

61 NEWPORT STRIPES IN CONSIDERATION SET 

62 HARLEY OAVIOSON IN CONSIDERATION SET 

69 ASTON IN CONSIDERATION SET 

70 BRIGHT IN CONSIDERATION SET 
299 18.35 71 CAMEL IN CONSIDERATION SET 

243 14.92 72 CENTURY 2S'$ IN CONSIDERATION SET 
288 17.68 73 DORAi IN CONSIDERATION SET 
141 8.66 74 MORE IN CONSIDERATION SET 

18 1.10 75 NOW IN CONSIDERATION SET 

76 RITZ IN CONSIDERATION SET 
596 36.59 77 SALEM IN CONSIDERATION SET 

78 STERLING IN CONSIDERATION SET 
262 16.08 79 VANTAGE IN CONSIDERATION SET 
573 35.17 80 WINSTON IN CONSIDERATION SET 
29 1.78 81 MAGNA IN CONSIDERATION SET 

88 BRONSON IN CONSIDERATION SET 

90 BASICS IN CONSIDERATION SET 

91 COINS IN CONSIDERATION SET 

92 COST CUTTERS IN CONSIDERATION SET 

93 DELTA IN CONSIDERATION SET 

94 PRICE BREAKER IN CONSIDERATION SET 

95 QUALITY IN CONSIDERATION SET 

96 SCOTCH IN CONSIDERATION SET 

97 TOURS IN CONSIDERATION SET 

98 WORTH IN CONSIDERATION SET 

379 23.27 99 CENERIC/STORE BRAND IN CONSIDERATION SET 
6,934 425.66 *** TOTAL *** 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 
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DIRECT MARKETING PROFILE REPORT 

CELL 01 PNAS8 A PGM 90215 MARLBORO RACING DIRECT MAIL PROGRAM 1990 


RSPORT HO. MD0R14A 

WOKING BEHAVIOR 

i Or PURCHASES 
MRAJR) 00 UNKNOWN MAM) 

COUNT X SQM PERCENT 

A 6.90 LISS THAN 10 X 

6 6.60 10 • 15 X 

15 17.26 26 • 50 X 

9 10.36 51 • 75 X 

7 8.05 76 • 90 X 
66 52.87 91 • 100 X 



87 

100.00 

m 

TOTAL 1 

M* 



76.60 

m 

AV6 SOP 

ttt 

BEANO 

01 ALPINE S.l 

).*. 




count 

X 

SON 1 

PEECENT 



6 

54.55 

LESS 

THAN 10 

X 


5 

45.45 

10 - 

15 X 





26 • 

50 X 





51 • 

75 X 





76 - 

90 X 





91 • 

100 X 



11 

100.00 


TOTAL « 

►** 



9.64 

*** 

AVG SOP 

ttt 

BEANO 

02 BENSON 8 HEDGES 



COUNT 

X 

$09 KRCCNT 



15 

44.12 

LESS 

THAN 10 

X 


13 

38.24 

10 • 

15 X 



5 

14.71 

26 • 

50 X 





51 • 

75 X 





76 * 

90 X 



1 

2.94 

91 - 

100 X 



34 

100.00 

m 

TOTAL *** 



18.09 

ttt 

AVG SOP 

ttt 

IEAND 

03 CAMBRIDGE 





COUNT 

X 

SOP PEECENT 



28 

58.33 

LESS 

THAN 10 

X 


8 

16.67 

10 • 

15 X 



8 

12.50 

26 * 

50 X 





51 • 

75 X 



2 

4.17 

76 - 

90 X 



4 

8.33 

91 • 

100 X 



48 

100.00 

#** 

TOTAL *** 



22.08 

*** 

AVG SOP 

ttt 

IEAND 

04 MAELSOEO 





COUNT 

X 

SOP PEECENT 



70 

35.53 

LESS 

THAN 10 

X 


61 

30.96 

10 - 

15 X 



40 

20.30 

26 * 

50 X 



11 

5.58 

51 • 

75 X 



1 

.51 

76 • 

90 X 



14 

7.11 

91 • 

100 X 



197 

100.00 

#** 

TOTAL m 



25.59 


AVG SOP 

ttt 


KAMO 05 MERIT 

COUNT X SOM PERCENT 

25 69.02 LESS THAN 10 X 

16 27.65 10 • 15 X 
10 19.61 26 • 50 X 
51 • 75 X 
76 • 90 X 
2 3.92 91 • 100 X 

51 100.00 *** TOTAL •** 

18.06 **• AVS 909 •** 

KAMO 07 PLAYERS SLACK 

COUNT X SOP PERCENT 

LESS THAN 10 X 
10 • 15 X 
2 100.00 26 • 50 X 
51 • 75 X 
76 • 90 X 
91 • 100 X 

2 100.00 *** TOTAL *** 
63.50 *** AV6 SOP *** 

BRAND 08 PLAYERS LIGHTS 25'S 
COUNT X SOP PERCENT 


7 

S8.33 

LESS 

THAN 10 X 

2 

16.67 

10 • 

15 X 

2 

16.67 

26 - 

50 X 



51 • 

75 X 



76 • 

90 X 

1 

8.33 

91 • 

100 X 

12 

100.00 

ttt 

TOTAL *** 


18.92 

ttt 

AVG SOP 


KANO 09 PARLIAMENT LIGHTS 

COUNT X SOP PERCENT 


5 

55.56 

LESS 

THAN 10 

X 

2 

22.22 

10 • 

15 X 


1 

11.11 

26 • 

50 X 


1 

11.11 

51 • 

75 X 




76 - 

90 X 




91 • 

100 X 


9 

100.00 


TOTAL *** 


17.11 

ttt 

AVG SOP 

tr#-* 

13 VIRGINIA SLIMS 



COUNT 

X 

SOP PEECENT 


20 

71.43 

LESS 

THAN 10 

X 

6 

21.43 

10 - 

15 X 


2 

7.14 

26 • 

50 X 




51 • 

75 X 




76 • 

90 X 




91 - 

100 X 


28 

100.00 


TOTAL *** 


8.86 

#** 

AVG SOP 



0L/2t>/90 pace 
1,629 PGM COUNT 


BRAND 16 PM COMMANDER S.O.R. 

COUNT X SOP PERCENT 

LESS THAN 10 X 

1 100.00 10 • 15 X 
26 • 50 X 
51 * 75 X 
76 ♦ 90 X 
91 • 100 X 

1 100.00 *** TOTAL ••• 
10.00 *** AVG SOP 

BRAND 20 CARLTON 

COUNT X SOP PERCENT 

LESS THAN 10 X 

1 100.00 10 • 15 X 
26 • 50 X 
51 * 75 X 
76 • 90 X 
91 • 100 X 

1 100.00 •** TOTAL *** 

20.00 *** AVG SOP *•« 

BRANO 21 LUCKY STRIKE S.O.R. 

COUNT X SOP PERCENT 

LESS THAN 10 X 
10 • 15 X 
26 • 50 X 
51 - 75 X 
76 • 90 X 

2 100.00 91 - 100 X 

2 100.00 *** TOTAL ••• 
97.50 *** AVG SOP 

BRAND 22 PALL NALL S.O.R. 

COUNT X SOP PERCENT 


14.29 

LESS 

THAN 10 X 

14.29 

10 - 

15 X 

14.29 

26 • 

50 X 

14.29 

51 * 

75 X 

14.29 

76 • 

90 X 

28.57 

91 • 

100 X 

100.00 

ttt 

TOTAL 

56.86 


AVG SOP •’ 


BRANO 25 TAREYTON S.O.R. 


COUNT 

X 

SOP PERCENT 



LESS 

THAN 10 X 



10 • 

15 X 

1 

16.67 

26 • 

50 X 

1 

16.67 

51 • 

75 X 



76 • 

90 X 

4 

66.67 

91 • 

100 X 

6 

100.00 

*** 

total 


82.83 

*trtr 

AVG SOP ' 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 
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REPORT NO. WOR14A 


DIUCT MARKETING PROFILE lUPORT 


04 / 24,/90 PACE 


SMOKING BEHAVIOR 


CELL Ot PHASE A PCM 90215 HAUL10*0 RACING OIRECT NAIL PROCRAM 1990 


i OP PURCHASES (CONT) 
BRAND 71 CAMEL S.O.R. 


•RAND 77 SALEM S.O.R. 


COUNT 

X SOP PERCENT 

COUNT 

X SOP PERCENT 

19 

12.84 LESS TRAN 10 X 

22 

8.63 LESS THAN 10 X 

19 

12.84 10 • 15 X 

20 

7.84 10 • 15 X 

21 

14.19 28 • SO X 

20 

7.84 26 • 50 X 

11 

7.43 51 • 75 X 

22 

8.63 51 • 75 X 

IS 

10.14 76 • 90 X 

17 

6.67 76 • 90 X 

63 

42.57 91 • 100 X 

154 

60.39 91 • 100 X 

148 100.00 TOTAL •** 

255 

100.00 •** TOTAL *** 


63*89 *** AVG 809 *** 


75.82 •** AVG *CP •** 

•RAND 72 CENTURY 2S'S S.O.R. 

•RANO 79 VANTAGE S.O.R. 

COUNT 

X SOP PERCENT 

COUNT 

X SOP PERCENT 

16 

18.60 LESS THAN 10 X 

13 

20.00 LESS THAN 10 X 

17 

19.77 10 * 15 X 

8 

12.31 10 • 15 X 

16 

18.60 26 • 50 X 

7 

10.77 26 • 50 X 

7 

8.14 51 • 75 X 

2 

3.08 51 • 75 X 

5 

5.81 76 * 90 X 

2 

3.08 76 • 90 X 

25 

29.07 91 • 100 X 

33 

50.77 91 • 100 X 

66 

100.00 *** TOTAL *** 

65 

100.00 *** TOTAL *** 


50.30 •** AVG SOP •** 


62.54 *** AVC SOP *** 

•RAND 73 DORAL S.O.R. 

•RANO 80 WINSTON S.O.R. 

COUNT 

X SOP PERCENT 

COUNT 

X $09 Aft CENT 

11 

10.58 LESS THAN 10 X 

28 

7,89 LESS TNAN 10 X 

12 

11.54 10 * 15 X 

32 

9*01 10 • 15 % 

25 

24.04 26 • 50 X 

49 

13*80 26 • 50 X 

8 

7.69 51 - 75 X 

37 

10*42 51 • 75 X 

11 

10.58 76 ♦ 90 X 

19 

5*35 76 • 90 X 

37 

35.58 91 * 100 X 

190 

53*52 91 • 100 X 

104 100.00 •** TOTAL *** 

355 

100*00 *** TOTAL *** 


61.76*** AVC $09 *** 


72*15 *** AVC $09 *** 

•RAND 74 MORE S.O.R. 

•RAND 81 MAGNA S.O.R. 

COUNT 

X SOP PERCENT 

COUNT 

X SOP PERCENT 

5 

55.56 LESS THAN 10 X 

3 

23.08 LESS THAN 10 X 

2 

22.22 10 * 15 X 

6 

46.15 10 • 15 X 

2 

22.22 26 * 50 X 


26 • 50 X 


51 - 75 X 


51 • 75 X 


76 • 90 X 

1 

7.69 76 • 90 X 


91 • 100 X 

3 

23.08 91 * 100 X 

9 

100.00 *** TOTAL *** 

13 

100.00 •** TOTAL *** 


17.00 AVG SOP •** 


38.23 *** AVC SOP *** 

■RANO 75 NOW S.O.R. 

•RAW 99 GENERIC S.O.R. 

COUNT 

X SOP PERCENT 

COUNT 

X SOP PERCENT 

1 

100.00 LESS THAN 10 X 

13 

12.62 LESS THAN 10 X 


10 • 15 X 

16 

15.53 10 - 15 X 


26 * 50 X 

20 

19.42 26 • 50 X 


51 * 75 X 

6 

7.77 51 • 75 X 


76 * 90 X 

10 

9.71 76 • 90 X 


91 • 100 X 

36 

34.95 91 - 100 X 

1 

100.00 *** TOTAL •** 

103 

100.00 •** TOTAL *** 


2.00 **• AVG SOP *** 


58.88 •** AVG SOP *** 


1,629 PCM COUNT 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 
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REPORT HO. W0R14A 


DIRECT MARKETING PROFILE REPORT 


04/24/90 PACE i 


PRCCRAMDATA CELL 01 PHASE A PCM 90215 MARLBORO RACING DIRECT KAIL PROGRAM 1990 1,629 PGM COUNT 

MM OF LAST RESPONSE 
COUNT X PROGRAM 

52$ 32.23 87000 RfQUALIFICATION I • NAILED JULY 1967 

1 .06 87302 88N LIGHTS BOX NAT'l INTRODUCTION • 1967 

2 .12 87400 MERIT TARGET MEMPHIS 

2 .12 87729 CAMBRIDGE SI OFF CARTON COUPON - 1967 

32 1.96 87753 MERIT BLIND CHALLENGE • 1967 

2 .12 87775 PL LIGHTS FREE PACK COUPON REDEEMERS 

1 .06 87776 PLATERS LIGHTS SI CARTON COUPON REDEEMERS 

1 .06 87799 VSLIMS SLIMGEAR NIP 

14 .86 88000 REQUALIFICATION II • MAILED JANUARY 1988 

2 .12 88001 REQUALIFICATION II • OTHER SMOKERS IN HH 

6 .37 88207 MARLBORO OFF/INSUITCHER PGM '88 HOLDOUT F 

13 .80 88208 MARLBORO DEF/OUTSWITCHER PGM '88 NAIL FIL 

28 1.72 88210 MARLBORO MENTHOL '88 DM INTRO MAIL FILE 

1 .06 88221 MARLBORO MENTHOL CALENOAR OFFER VIA PRINT 

1 .06 88225 MARLBORO CALENOAR • HOLIDAY MAILING 

10 .61 88304 UN OFFENSIVE PROGRAM'88 NAIL FILE 

7 .43 88305 UN OFFENSIVE '88 PROGRAM HOLDOUT FILE 

3 .18 88400 NJL DIRECT MAIL PROGRAM 

6 .37 88502 PARLIAMENT OFFENSIVE PROGRAM '88 MAIL FIL 

4 .25 88503 PARLIAMENT OFFENSIVE PROGRAM '88 HOLDOUT 

13 .80 88604 VSLIMS OFFENSIVE PROGRAM '88 NAIL FILE 

5 .31 88605 VSLIMS OFFENSIVE PROGRAM '88 HOLDOUT FILE 

11 .68 89000 REQUALIFICATION III - PM MAGAZINE WRAP 

13 .80 89100 SELECT AND SAVE FALL/WINTER 1968/89 

2 .12 89102 FMI WINTER 1989 CO-OP NAME PURCHASE 

18 1.10 89103 CRAFT/GF/MILLER/PM FULFILLMENT SURVEY 

20 1.23 89105 CALIFORNIA EXCISE TAX DEFENSIVE PROGRAM • 

1 .06 89106 NEW WOMAN MAGAZINE READER SERVICE PAGE RE 

1 .06 89107 CCMNET NAME PURCHASE 11 • SUMMER 1989 <S6 

3 .18 89111 ON-GOING TELEMARKETING CONDUCTED AT WEBER 

45 2.76 89120 INFOBASE OVERLAY • 12/31/89 

336 20.63 89153 REQUALIFICATION BY MAIL • FALL 1969 

24 1.47 89154 OTHER SMOKERS IN HOUSEHOLD FOR ALL R4 PRO 

452 27.75 89160 PHILIP NORRIS CORPORATE HOLIDAY COUPON • 

3 .18 89199 MISCELLANEOUS DATABASE ADOS FROM COUPONS 

1 .06 89202 MARLBORO MENTHOL SWEATPANT OFFER • 1989 

1 .06 89220 MARLBORO HOLIDAY NAILING (CALENOAR) 1989 

13 .80 89300 BAN MOVIE TICKET OFFER WITH PROOFS - 1989 

1 .06 89302 BAN CUSTOMER INTERCEPT U • 1969 

1 .06 89601 VSLIMS CUSTOMER INTERCEPT U • 1989 

1 .06 89700 ALPINE CUSTOMER INTERCEPT U • 1989 

2 .12 90100 MULTI-BRAND 7-11 STORE CIRCULAR • JOINT E 

1 .06 90110 TELEMARKETING CONDUCTED AT RON WEBER 1990 

1,629 100.00 *** TOTAL •** 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023400 



REPORT HO. W0R14A 


DIRECT MARKETING PROFILE report 


04/24/90 9LGi 


MOWt DATA CELL 01 PHASE A POM 90215 NARLSORO RACING DIRECT MAIL PROGRAM 1990 1,629 PGM COUNT 

« PROGRAM 

COUNT X PROGRAM 

3 .IS 15900 PLATERS SAMPLING TEST • 1983 

37 2.27 85901 PLATERS SAMPLING NATIONAL ROLL-OUT • 1983 

101 8.20 85910 I8N RSVP POP-UP CARO COUPON REDEEMERS - 1 

28 1.72 85911 SENSOR 8 HEDGES SAMPLING • 1982 

SO 3.07 85912 MERIT CHALLENGE • 1982 

2 .12 88802 SEN VALENTINE SWEEPSTAKES • 1968 

2 .12 86803 UM 100'S 100'S SWEEPSTAKES • 1968 

7 .43 88804 NAME PURCHASE - CORPORATE CSI • 1968 

164 10.07 88805 NAME PURCHASE • SELECT t SAVE - 1966 

8 .49 86807 PM MAGAZINE 

11 .88 86808 PHILIP NORRIS CORPORATE COUPON • 1986 

1 .08 86823 NARLSORO CUSTOMER INTERCEPT U • 1968 

155 9.52 88827 MERIT BLIND 1988 

29 1.78 86832 PLATERS LIGHTS 25'S SWEEPSTAKES • 1988 

3 .18 88851 SEHSON t HEDGES SAMPLING PROGRAM • 1988 

1 .08 88853 BENSON 8 HEDGES SAMPLING PROGRAM • 1968 

6 .37 888S7 MERIT 'PORT OF CALL' SS RESPONDERS • 1965 

6 .37 86861 VIRGINIA SLINS POP-UP SONUS CARO • 1985 

15 .92 88882 VIRGINIA SLINS 120'S SAMPLING • 1985 

573 35.17 67000 REGUALIF1CATI0N 1 - MAILED JULT 1987 

1 .06 87302 I6M LIGHTS SOK HAT'L INTRODUCTION • 1987 

1 .08 87800 VIRGINIA SLIMS ULTRA LIGHTS INTRODUCTION 

1 .08 87701 CORPORATE NAME PURCHASE • SELECT 6 SAVE I 

3 .18 87704 CORPORATE NAME PURCHASE • SELECT 8 SAVE I 

1 .08 87725 CAMBRIDGE FREE PACK COUPON • 1987 

3 .18 87753 MERIT BLIND CHALLENGE • 1967 

17 1.04 88000 REQUALIFICATION II • MAILED JANUARY 1988 

1 .06 88001 REQUALIFICATION II • OTHER SMOKERS IN HH 

1 .08 88203 NARLSORO RACING GEAR OFFER • 1988 

2 .12 88221 NARLSORO MENTHOL CALENOAR OFFER VIA PRINT 

1 .08 88398 B8H COUPON REDEEMERS • 1968 

1 .06 88812 VSLIMS HAT'L CUSTOMER INTERCEPT S8 1968 

1 .08 89000 REQUALIFICATION III - FM MAGAZINE WRAP 

2 .12 89010 OUTBOUND TELEMARKETING TO LABEL NAME • 19 

8 .49 89100 SELECT AMD SAVE FALL/WINTER 1988/89 

178 10.93 89101 COMNET NAME FURCNASE I • WINTER 1968/89 ( 

. 43 2.84 89103 KRAFT/GF/MILLER/PM FULFILLMENT SURVEY 

158 9.70 89107 COMNET NAME FURCNASE II - SLPWER 1989 (St 

2 .12 89153 REGUAUFICATION IT NAIL • FALL 1989 

2 .12 89154 OTHER SMOKERS IN HOUSEHOLD FOR ALL R4 FRO 

1,829 100.00 *** TOTAL *** 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023401 



REPORT MO* MDQR14A 


DIRECT MARKETING PROFILE REPORT 


04/24f90 PACE 1 7 


MEDIA DATA 

A CATEGORY 
COURT X 


. lA COOES 
COURT X 


CELL 01 PRASE A MM 90215 MARLBORO RACING DIRECT MAIL PROGRAM 1990 1,629 PGM COURT 


MEDIA CATEQORY 
MASTER MEDIA 
CR CORPORATE AFFAIRS 
DM DIRECT MAIL 
NO RAND DISTRIBUTION 
IS INBOUND TELEMARKETING 800#/900# 
1C CATALOG INSERTS 
IP PACKAGE INSERTS 
LS NAME PURCHASE 
MG MAGAZINE 

ND ON-GOING MEDIA UNIQUE TO IRAND 
NT OTHER MEDIA 
PR ON PRODUCT 
PS POINT Of SALE 
RN LIST RENTAL 
RP NEVSPAPER/RUN OF PRESS 
TM OUTBOUND TELEMARKETING 
UK UNKNOUN/MISECLLAMEOUS 
25 MI SC.-UNQUALIFIED 
m TOTAL m 


MEDIA COOES 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023402 




REPORT HO. K)Oft14A 


DIRECT MARKETING PROFILE REPORT 


04/24/90 PAGE 


offer data 


CELL 01 mtt A KM 90215 MARLSORO RACING DIRECT MAIL PROGRAM 1990 1,629 PGM COUNT 


i CATEGORY 
COUNT X 


OPPER CATEGORY 
CC COUPONS 
FN REAM) 

GF GIFT 
NR NANO RAISER 
ML MAILING LIST 
MS MISCELLANEOUS OFFERS 
PR PRODUCT 
SW SWEEPSTAKES 
— TOTAL *** 


OFFER CODES 
COUNT 



X OFFER CODES 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023403 



IE POUT MO. NDOR14A 


DIRECT MARKETIMO PROFILE REPORT 


04/24/90 PAGE 


IRAMD DATA SUNURY CELL 01 PHASE A PCM 90215 MAXLKRO RACING DIRECT NAIL PROGRAM 1990 1,629 PGM COUNT 

/ACTURERS 


COUNT 

X MMUFACTUXfXS 

COUNT 

X HANDS 

COUNT 

X BRANDS 


01 mi IP MOXXII 


30 BARCLAY 


87 CLASS A 

3* 

2.09 02 MEXICAN SXAMDS 

37 

2.27 31 BELAIR 


88 SRONSON 

394 

24.19 03 SHOWN A WILLIAMSON 


32 KIM SUNS 2S'S *** 


90 SASICS **• 

IS 

.92 04 LIGGETT 


33 CU CUTTER 


91 COINS ••• 

269 

16.51 05 LOXILLAXO 

2S9 

15.90 34 KOOl 


92 COST CUTTERS •** 

776 

47.64 07 X J XCTNOCOS 

33 

2.03 35 RALEI6M 


93 DELTA *•* 

113 

6.94 06 CENEXICS/STOXE HANDS 

*7 

2.69 36 RICHLAND 25'S *** 


94 PRICE BREAKER 

26 

1.60 12 UNKNOWN 


37 ST. JAMES COURT 


95 QUALITY 

2 

.12 13 FOXflCN 

17 

1.04 38 VICEROT *** 


96 SCOTCH BUY 

1.629 

100.00 TOTAL *** 

1 

.06 39 FALCON LIGHTS *** 


97 YOURS **• 






98 WORTH *** 




LIGGETT 

47 

2.89 99 GENERIC/STORE 



2 

.12 40 CHESTERFIELD 






42 EVE 


UNKNOWN 



6 

.37 43 LARK 

26 

1.60 00 UNKNOWN 

1 



44 PYRAMID •** 



COUNT 

X WANDS 


45 STRIDE 


FOREIGN 



7 

.43 46 l 4 N 

2 

.12 82 OUNHILl PH/IMT'L 


PHILIP MOW IS 


47 ST. MORITZ *** 


83 MILO SEVEN 


01 ALPINE **• 


48 SAWT *** 


84 ROTHMANN'S 


02 BENSON 4 HEDGES 




89 EXPORT A 


03 CAMUIDGE m 


LOR IL LARD 




04 MAXLBOXO 

1 

.06 50 KENT COLDEM LIGHTS 




05 MEXIT 

12 

.74 51 KENT 




06 MULTIF1LTEX 


52 MAX 




07 PlAYEXS SLACK 

227 

13.93 53 NEWPORT 




06 NLA YEAS LIGHTS‘25'S ** 

17 

1.04 54 OLD GOLD 




09 MALI AMENT LIGHTS 


55 SATIN 




10 CAXTIEX 


56 SPRING 




11 NEXT/MEXIT DE-NIC 


57 TRIUMPH 




12 SAXATOCA 

12 

.74 58 TRUE 




13 VIRGINIA SLIMS 


59 KENT III 




14 BUCKS *** 


61 NEWPORT STRIPES 




15 MM BLUES 


62 HARLEY DAVIDSON 




16 PM/PN COMAMDEX 






17 PHILIP MOXXIS INT'L 


R J REYNOLDS 



. 

16 VS SUPCXSLIMS 

1 

.06 70 MIGHT 




19 SXISTOL —• 

96 

6.02 71 CAMEL 





41 

2.52 72 CENTURT 2S'S *** 




AMEXICAN WANDS 

59 

3.62 73 DORAL *** 




20 CAXLTON 


74 MORE 



7 

.43 21 LUCKY STXIKZ 


75 HOW 



11 

.68 22 BALL MAU 


76 RIT2 




23 SILVA TKINS 

243 

14.92 77 SALEM 




24 TALL 


78 STERLING 



11 

.66 25 TkxEYTON 

39 

2.39 79 VANTAGE 


JO 

5 

.31 26 MALIBU m 

290 

17.80 80 WINSTON 


X. 

o 


27 CAXLTON SLIMS 

S 

.31 81 MAGNA *** 




26 AMEXICAN LIGHTS *** 


85 CHELSEA 


CO 


49 MOMTCLAIX 




© 




GENERICS/STORE GRANDS 


fO 


8X0WN 6 WILLIAMSON 

66 

4.05 41 DORADO *** 


CO 


29 CAPtl 


69 ASTON *** 


rf* 






© 








Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 



REPORT MO. NDOR14A 


PIWCT HMXZTINC PROFILE REPORT 


04/24/90 pace 


•RAND DATA SUNURT CELL 01 PHASE A POM 90215 MARLBORO RACIM6 DIRECT MAIL PROGRAM 1990 


1,629 PGM COUNT 


4EVEL 

COUNT X TAR LEVEL 
830 50.95 F FULL FLAVOR 
70S <3.28 L LI CRT/LOU TAR/MILO 
T ULTRA LT/LOW TAR/MIL 
94 5.77 U UNKNOWN/NO ANSWER 

X XTRA LT/LOU TAR/MILD 

1,629 100.00 *•* TOTAL •** 


LENGTH 

COUNT X LENGTH 

1.628 99.94 X REOULAR/KIHGS/85'S 

L LONGS/100'S 

1 .06 H LESS THAN 8S/N0N*F!L 

U UNKNOWN/NO ANSWER 
X EXTRA LONGS/120'S 

1.629 100.00 *** TOTAL *** 


PACKAGEING 

COUNT X PACKAGEINC 
12 .74 I BOTH PACK/SOX 

69 4.24 H HARO PACK/SOX 

800 49.11 S SOFT PACK 

748 45.92 U UNKNOUN/NO ANSWER 

1,629 100.00 TOTAL •** 


FLAVOR 

COUNT X FLAVOR 
802 49.23 M MENTHOL 
819 50.28 N NON-NENTNOL/REGULAR 
8 .49 U UNKNOUN/NO ANSWER 

1,629 100.00 •** TOTAL *** 


FILTER 

COUNT X FILTER 
1,553 95.33 F FILTER 
40 2.46 N NON-FILTER 

36 2.21 U UNKNOUN/NO ANSWER 

1,629 100.00 *** TOTAL *** 


BUT KINO 

COUNT X BUT KIND 
631 38.74 B BOTH 
544 33.39 C CARTONS 
317 19.46 P PACKS 
137 8.41 U UNKNOWN 

1,629 100.00 *** TOTAL •** 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023405 



KMKT MO. W0R14A 


DIRECT MARKETING PROftLE REPORT 


04/24/90 PAGE 


WAV DATA OCT AIL 
.•KNOWN 


CELL 01 PHASE A PCM 90215 NARLBOPO PACING DIRECT MAIL PROCRAM 1990 

12 l f rltnLM 


1,629 PGM COUNT 
26 BRAND Ca 


TAR leva 

COURT X TAX IfVKl 
14 53.85 F FUU FLAVOR 
10 38.66 L LICRT/LOU TAR/MILO 
T ULTRA IT/LOW TAR/MIL 
2 7.69 U UNKNOWN/NO ANSWER 

X XTRA LT/LOW TAR/MILO 
26 100.00 *** TOTAL *** 


LENGTH 

COUNT X LENGTH 

26 100.00 K REQULAX/KINCS/85'S 
L LONGS/100'S 
N LESS TNAN 85/NON-FIL 
U UNKNOWN/NO ANSWER 
X EXTRA LQHGS/120'S 
26 100.00 *** TOTAL *** 


PACKAGEING 

COUNT X PACKAGE ING 

S BOTH PACK/BOX 
H HARO PACK/BOX 
5 19.23 S SOFT PACK 
21 80.77 U UNKNOUN/NO ANSWER 
26 100.00 •** TOTAL *** 


FLAVOR 

COUNT X FLAVOR 

N MENTHOL 

26 100.00 N NON-MENTMOL/REGULAR 
U UNKNOWN/HO ANSWER 
26 100.00 •** TOTAL *** 


FILTER 

COUNT X FILTER 
19 73.06 F FILTER 
3 11.56 N NON-FILTER 
6 15.38 U UNKNOWN/HO ANSWER 
26 100.00 *** TOTAL *** 


BUY KINO 

COUNT X BUY KIWI 
11 42.31 B BOTH 
9 36.62 C CARTONS 
3 11.56 P PACKS 
3 11.56 U UNKNOWN 
26 100.00 *** TOTAL **• 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023406 



REPORT MO. NDOR14A 


DIRECT MARKETING PROFILE REPORT 


04/24/90 pass 


KAMO OATA DETAIL 


CELL 01 PHASE A PGM 90215 MARLIORO RACING DIRECT MAIL PROGRAM 1990 


1,629 PGM COUNT 


JOCY STRIKE 


02 AMERICAN BRANDS 


7 BRAND COL 


TAR LEVEL 

COUNT X TAR LEVEL 
2 28.57 F FULL FLAVOR 
5 71.63 L LIGNT/LOW TAR/MILO 
T ULTRA LT/LOU TAR/MIL 
U UNKNOWN/NO ANSWER 
X XTRA LT/lOW TAR/MILO 
7 100.00 *** TOTAL *** 


LENGTH 

COUNT X LENGTH 

7 100.00 K REGULAR/KIHGS/85'S 
L LONGS/100'S 
N LESS THAN 83/NON-FIL 
U UNKNOWN/NO ANSWER 
X EXTRA L0N0S/120'S 
7 100.00 *** TOTAL •** 


PACKAGEING 

COUNT X PACKAGEING 

• BOTH PACK/BOX 

1 14.29 H HARO PACK/BOX 

4 57.14 S SOFT PACK 

2 28.57 U UNKNOWN/NO ANSWER 

7 100.00 •** TOTAL 


FLAVOR 

COUNT X FLAVOR 

N MENTHOL 

8 85.71 N NON'MENTHOL/REGULAR 
1 14.29 U UNKNOWN/NO ANSWER 
7 100.00 •** TOTAL *** 


FILTER 

COUNT X FILTER 
4 85.71 F FILTER 
1 14.29 N NON*FILTER 

U UNKNOWN/NO ANSWER 
7 100.00 *** TOTAL *** 


BUY KINO 

COUNT X BUT KINO 
• BOTH 

6 85.71 C CARTONS 

1 14.29 P PACKS 

U UNKNOWN 

7 100.00 •** TOTAL 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023407 



REPORT NO. WOtUA 


DIRECT MARKET INC PROFILE REPORT 


04/24/90 PACE 


RAND DATA DETAIL 


CCU 01 PHASE A POM 90215 NARLMRO RACING DIRECT NAIL PROGRAM 1990 


1,629 PCM C0UN1 


AU NALL 


02 AMERICAN KAMOS 


11 KANO ca 


TAR LEVEL 


LENGTH 


PACKAGEING 


COUNT X TAR LEVEL 
11 100.00 P FULL FLAVOR 

L LIGMT/LOU TAR/MILO 
T ULTRA IT/LOU TAR/MIL 
U UNKNOWN/MO ANSWER 
X XTRA LT/LOU TAR/MILO 
11 100.00 **• TOTAL 


COUNT X LENGTH 

11 100.00 K REGULAR/KING$/8S'S 
L LONGS/100'S 
N LESS THAN 8S/NON-FIL 
U UNKNOUN/MO ANSWER 
X EXTRA LONGS/120'S 
11 100.00 **• TOTAL •** 


JNT X PACKAGEING 

• SOTH PACK/BOX 
H HARO PACK/SOX 
11 100.00 S SOFT PACK 

U UNKNOWN/NO ANSWER 
11 100.00 •** TOTAL •** 


FLAVOR 


Flint 


tUY KINO 



COUNT 

X FLAVOR 

COUNT 

% Flint 

COUNT 

X 

SUT KINO 


N MENTHOL 


f Flint 

6 

54.55 

• SOTH 

10 

90.91 H MON-MENTHOL/REGULAR 

10 

90*91 K NON-FIlTft 

5 

45.45 

C CARTONS 

1 

9.09 U UNWOWN/NO ANSWER 

1 

9.09 U UNOOUN/NO ANSUgt 



P PACKS 

11 

100.00 *** TOTAL *** 

11 

100.00 •** TOTAL *** 

11 

100.00 

U UNKNOWN 

*** TOTAL 





Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023408 



REPORT NO. ICC* HA 


OIIECT MISTING PROFILE REMIT 

CIU 01 PHASE A PCM 90215 MRLB0R0 RAC I KG DIRECT MU PROGRAM 1990 


04/24/90 pace 




■RAND DATA DETAIL 


1,629 PGM COUNT 


.AREYTON 02 AMERICAN I 

TAX LEVEL 

COUNT X TAR LEVEL 
2 18.18 F FULL' FLAVOR 
8 72.73 L LICKT/LOW TAR/MILD 
T ULTRA LT/LOW TAR/MIL 
1 9.09 U UNKNOWN/MO ANSWER 

X XTRA LT/LOW TAR/M1U) 
11 100.00 *** TOTAL *** 


LENGTH 

COUNT X LENGTH 

11 100.00 X REGULAR/KINGS/85'S 
L LONGS/100'$ 

H LESS THAN 85/NON-FIL 
U UNKNOWN/NO ANSWER 
X EXTRA L0NGS/120'S 
11 100.00 *** TOTAL *** 


11 BRAND C0U» 

PACKAGEING 

COUNT X PACKAGEING 

B BOTH PACK/BOX 
H HARD PACK/BOX 
11 100.00 S SOFT PACK 

U UNKNOWN/NO ANSWER 
11 100.00 •** TOTAL *»• 


FLAVOR 

COUNT X FLAVOR 

M MENTHOL 

11 100.00 N NON-MEHTHOL/REOULAR 
U UNKNOWN/NO ANSWER 
11 100.00 *** TOTAL *** 


FILTER 

COUNT X FILTER 
11 100.00 F FILTER 

N NON-FILTER 
U UNKNOWN/NO ANSWER 
11 100.00 *** TOTAL *** 


BUY KINO 

COUNT X BUY KINO 

4 36.36 B BOTH 

5 45.45 C CARTONS 
2 18.18 P PACKS 

U UNKNOWN 

11 100.00 •** TOTAL •** 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023409 




REPORT MO. WDR14A 
KANO DATA OETAIL 
ALIBU *** 


DIRECT MARKETIW PROFILE REPORT 

CELL 01 PHASE A PCM 90215 MARLIORO RACINS DIRECT MAIL PROGRAM 1990 
02 AMERICAN IRANOS 


04/24/90 PACE 
1,629 PGM COUNT 
5 BRAND COU 


TAX LEVEL 

COUNT X TAR LEVEL 
2 40.00 F FULL FLAVOR 
2 40.00 L LIGHT/LOU TAR/MILD 
T ULTRA LT/LOU TAX/MIL 
1 20.00 U UNKMOUN/NO ANSWER 

X XTRA LT/LOU TAX/MILO 
5 100.00 *** TOTAL *** 


LENGTH 

COUNT X LENGTH 

5 100.00 X REGULAX/KINCS/SS'S 
L LONGS/100'I 
N LESS THAN 85/N0N-FIL 
U UNKNOWN/NO ANSWER 
X EXTRA L0NGS/120'S 
5 100.00 *** TOTAL **• 


PACKAGEING 

COUNT X PACKAGEING 

I BOTH PACK/80X 
H HARD PACK/BOX 
5 100.00 S SOFT PACK 

U UNKNOWN/NO ANSWER 
5 100.00 •** TOTAL 


FLAVOR 

COUNT X FLAVOR 

N MENTHOL 

5 100.00 N NON-MENTHOC/REGULAR 
U UNKNOUN/NO ANSWER 
5 100.00 •** TOTAL *** 


FILTER 

COUNT X FILTER 
5 100.00 F FILTER 

N NON-FILTER 
U UNKNOUN/NO ANSWER 
5 100.00 *** TOTAL *** 


BUT KINO 

COUNT X BUY KINO 

1 20.00 B BOTH 

2 40.00 C CARTONS 
1 20.00 P PACKS 

1 20.00 U UNKNOWN 

5 100.00 **• TOTAL 


iSD 

o 

ML* 

CO 

o 

ro 

CO 

hU 

Hn 

O 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 



REPORT MO. tOHIU 


DIRECT MARKETING PROFILE REPORT 


04/2L/90 PAGE 


KW DATA DETAIL 


CELL 01 PHASE A PCM 90215 MARLBORO RACING DIRECT NAIL PROGRAM 1990 
03 BROUN A WILLIAMSON 


1,629 PGM COUNT 
37 BRAND CODA 


ilAIR 
TAR LEVEL 

COUNT X TAX LEVEL 

P FUU FLAVOR 

37 100.00 L LIGHT/LOW TAR/MILO 
T ULTRA LT/LOW TAR/MIL 
U UN KNOWN/NO ANSWER 
X XTRA LT/LOW TAR/MILD 
37 100.00 *** TOTAL *** 


LENGTH 

COUNT X LENGTH 

37 100.00 X REQULAR/KINGS/85'S 
L LONGS/100'S 
N LESS THAN 85/NON-FIL 
U UNKNOWN/NO ANSWER 
X EXTRA L0NGS/120'S 
37 100.00 *** TOTAL *** 


PACKAGEINC 

COUNT X PACKAGEING 

B ROTH PACK/BOX 
H HARO PACK/BOX 
37 100.00 S SOFT PACK 

U UNKNOUN/NO ANSWER 
37 100.00 •** TOTAL *** 


FLAVOR 

COUNT X FLAVOR 
37 100.00 N MENTHOL 

N NON-NENTHOL/REGULAR 
U UNKNOUN/NO ANSWER 
37 100.00 *** TOTAL *** 


FILTER 

COUNT X FILTER 
37 100.00 F FILTER 

N NON-FILTER 
U UNKNOUN/NO ANSWER 
37 100.00 *** TOTAL *** 


BUT KINO 

COUNT X BUY KINO 
17 43.95 B BOTH 
16 43.24 C CARTONS 
3 8.11 P PACKS 

1 2.70 U UNKNOWN 

37 100.00 •** TOTAL •** 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


£043023411 



REPORT NO. WOR16A 


DIRECT MARKET INS PtOfILE IE PORT 


04/24/90 pnag 


MAND DATA DETAIL CEU 01 PHASE A AON 90215 MARLBORO RACING DIRECT NAIL PROGRAM 1990 


1,629 POM COW 


XL 


03 MOWN « WILLIAMSON 


259 BRAND CO 


TAR LEVEL 

COUNT X TAR LEVEL 
167 66.68 A FULL FLAVOR 
75 28.96 L LICRT/LOU TAR/N1L0 
T ULTRA LT/LOW TAR/NIL 
17 6.56 U UNKNOWN/NO ANSWER 

X XTRA IT/LOW TAR/MILD 
259 100.00 TOTAL *** 


LENGTH 

COUNT X LENGTH 
259 100.00 X REGULAR/KINCS/fiS'S 
L LONGS/100'$ 

N LESS THAN 8S/N0N-FIL 
U UN DOM/NO ANSWER 
X EXTRA 10NGS/120'S 
259 100.00 *** TOTAL *** 


RACKAGEING 

COUNT X PACKAGEING 

6 1.56 • BOTH PACK/BOX 

18 6.95 N HARD PACK/BOX 

106 60.93 S SOFT PACK 

131 50.58 U UNKNOWN/NO ANSWER 
259 100.00 •** TOTAL *** 


FLAVOR 

COUNT X FLAVOR 
259 100.00 N MENTHOL 

N NON-MENTHOL /REGULAR 
U UNKNOWN/NO ANSWER 
259 100.00 *** TOTAL *** 


FILTER 

COUNT X FILTER 
236 91.12 F FILTER 

3 1.16 N NON-FILTER 

20 7.72 U UNKNOWN/NO ANSWER 

259 100.00 *** TOTAL *** 


BUT KINO 

COUNT X BUY KINO 
91 35.16 B BOTH 
78 30.12 C CARTONS 
60 23.17 P PACKS 
30 11.58 U UNKNOWN 

259 100.00 *•* TOTAL *•* 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023412 



REPORT NO. WO* HA 


OIRECT MARKETING PROFILE REPORT 


04/24/90 PACE 


•NMD DATA DETAIL CELL 01 PHASE A PCM 90215 KMLBCRO RACING DIRECT MAIL PROGRAM 1990 1.629 PGM COUNT 


ALE I CM 


03 BROWN l WILLIAMSON 


33 BRAND C0U1. 


TAR LEVEL 

COUNT X TAR LEVEL 
25 75.76 P FUU FLAVOR 
4 12.12 L LIGHT /LOW TAR/MILD 
T ULTRA LT/LOW TAR/MIL 
4 12.12 U UNKNOWN/HO ANSWER 

X XTRA LT/LOW TAR/MILD 
33 100.00 *** TOTAL *** 


LENGTH 

COUNT X LENGTH 

33 100.00 K RE0ULAR/KINGS/85'S 
L LONGS /100'S 
H LESS THM 8S/N0N-FIL 
U UNKNOWN/HO MSWER 
X EXTRA L0NGS/120'S 
33 100.00 *** TOTAL *** 


PACKAGEING 

COUNT X PACKAGEING 

I BOTH PACK/BOX 
H HARO PACK/BOX 
33 100.00 S SOFT PACK 

U UNKNOWN/NO ANSWER 
33 100.00 *** TOTAL *** 


FLAVOR 

COUNT X FLAVOR 

M MENTHOL 

33 100.00 N NON-MENTHOL/REGULAR 
U UNKNOWN/NO MSWER 
33 100.00 •** TOTAL *** 


FILTER 

COUNT X FILTER 
26 78.79 F FILTER 

3 9.09 N NON-FILTER 

4 12.12 U UNKNOWN/NO MSWER 
33 100.00 *** TOTAL *** 


BUY KIND 

COUNT X BUT KINO 
12 36.36 B BOTH 
17 51.52 C CARTONS 
3 9.09 P PACKS 

1 3.03 U UNKNOWN 

33 100.00 TOTAL 


to 

O 

tfa* 

CO 

o 

to 

CO 

rf* 

V** 

CO 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 



REPORT MO. WOR14A 


DIXECT MARKETING PROFILE XIMIT 


04/24/90 PACE 


BRAND MTA DETAIL 


CELL 01 PHASE A PCM 90215 MARLBORO RACING DIRECT MAIL PROGRAM 1990 1,629 PGM COW 


ICHLAND 25'$ *** 03 BROUN $ UILLIAMSON 


47 BRAND CO 


TAR LEVEL 

COUNT X TAR LEVEL 
39 82.96 F PULL FLAVOR 
7 14.89 L LIGHT /LOU TAR/MILD 
T ULTRA LT/LOU TAR/MIL 
1 2.13 U UNKNOWN/NO ANSWER 

X XTRA LT/LOU TAR/MILO 
47 100.00 *** TOTAL •** 


LENGTH 

COUNT X LENGTH 

47 100.00 X REGULAR/KINCS/85'S 
L LONGS/IOO'S 
N LESS THAN 85/NON-FIL 
U UNKMOUN/NO ANSWER 
X EXTRA L0NGS/120'S 
47 100.00 •** TOTAL *** 


PACKAGEING 

COUNT X PACKAGE INC 

B BOTH PACK/BOX 
H HARO PACK/BOX 
47 100.00 S SOFT PACK 

U UNKNOWN/NO ANSWER 
47 100.00 *** TOTAL *** 


FLAVOR 

COUNT X FLAVOR 
15 31.91 M MENTHOL 
30 83.83 N NON-MENTHOL/REGULAR 
2 4.26 U UNKMOUN/NO ANSWER 

47 100.00 TOTAL *** 


FILTER 

COUNT X FILTER 
47 100.00 F FILTER 

H NON-FILTER 
U UNKMOUN/NO ANSWER 
47 100.00 •** TOTAL *** 


BUY KIND 

COUNT X BUY KINO 
22 48.81 B BOTH 
13 2 7.66 C CARTONS 
10 21.28 P PACKS 
2 4.28 U UNKNOWN 

47 100.00 *** TOTAL ••• 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023414 



kpo n m. mctUA 

SRAJO DATA OETAIL 

tenor *** 


DIRECT MARKETING PROFILE REPORT 

CELL 01 PHASE A PGM 90215 MARLBORO RACING DIRECT NAIL PROGRAM 1990 
03 MQUN l WILLIAMSON 


04/24/90 PAGE 
1.629 PGM COUNT 
17 IRANO COU 


TAR LEVEL 

COUNT X TAR LEVEL 
U 82.35 P FULL FLAW* 

2 11.76 l LIGHT/LOW TAJt/MILO 
T ULTRA LT/LOW TAR/NIL 
1 5.88 U UNKNOWN/NO ANSWER 

X XTRA LT/LOW TAR/NILO 
17 100.00 •** TOTAL *** 


LENGTH 

COUNT X LENGTH 

17 100.00 K REGULAR/KINGS/85'S 
L LONGS/IOO'S 
N LESS THAN 85/NON-FIL 
U UNKNOWN/NO ANSWER 
X EXTRA L0NGS/120'S 
17 100.00 *** TOTAL *** 


PACKAGEING 

COUNT X PACKAGEING 

I IOTH PACK/SOX 
H HARO PACK/BOX 
17 100.00 S SOFT PACK 

U UNKNOUN/NO ANSWER 
17 100.00 *** TOTAL 


FLAVOR 

COUNT X FLAVOR 

N NENTNOL 

17 100.00 N NON-MENTHOL/REGULAR 
U UNKNOWN/NO ANSWER 
17 100.00 •** TOTAL *** 


FILTER 

COUNT X FILTER 
17 100.00 F FILTn 

N NON-FILTER 
U UNKNOUN/NO ANSWER 
17 100.00 *** TOTAL *** 


BUY KINO 

COUNT X BUY KINO 
4 23.53 B BOTH 
9 52.94 C CARTONS 
4 23.53 P PACKS 
U UNKNOWN 
17 100.00 •** TOTAL 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023415 



REPORT NO. MDORHA 


DIRECT MARKETING PROFILE REPORT 


04/24/90 PAGE 


MAM) DATA DCTAIL CEIL 01 PHASE A PCM 90215 MARLBORO RACING OIRECT MAIL PROGRAM 1990 


1,629 PGM COUN' 


,-alcom lights *** as broun t uilliamsom 


1 BRAND CO 


TAR LEVEL 

COUNT X TAX LEVEL 

F FULL FLAVOR 

1 100.00 L LI6NT/L0W TAR/NILD 
T ULTRA LT/LOW TAR/MIL 
U UNKNOWN/NO ANSWER 
X XTXA LT/LOW TAR/MILD 
1 100.00 *** TOTAL *** 


LENGTH 

COUNT X LENGTH 

1 100.00 K REGULAR/KINGS/85'S 
L LONGS/IOO'S 
H LESS THAN 83/NON-FJL 
U UNKNOWN/NO ANSWER 
X EXTRA UMGS/120'S 
1 100.00 *** TOTAL *** 


PACKAGEING 

COUNT X PACKAGEING 

B BOTH PACK/BOX 
H HARD PACK/BOX 
1 100.00 S SOFT PACK 

U UNKNOWN/NO ANSWER 
1 100.00 *** TOTAL ••• 


FLAVOR 

COUNT X FLAVOR 

N MENTHOL 

1 100.00 N NON-MENTHOL/REGULAR 
U UNKNOWN/NO ANSWER 
1 100.00 *•* TOTAL *** 


FILTER 

COUNT X FILTER 
1 100.00 F FILTER 

N NON-FILTER 
U UNKNOWN/NO ANSWER 
1 100.00 *** TOTAL *** 


BUY KINO 

COUNT X BUT KIND 
B BOTH 

1 100.00 C CARTONS 
P PACKS 
U UNKNOWN 

1 100.00 •** TOTAL *** 


w 

o 

CO 

o 

iO 

CO 

O 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 



REPORT MO. WORUA 


DIRECT MARKETING PROFILE REPORT 


04/24/00 pace 


CELL 01 PHASE A POM 00215 NARLKRO RACING DIRECT MAIL PROGRAM 1990 


•RAND DATA DETAIL 

ACSTERFIELO 04 LIGGETT 

TAR LEVEL 

COUNT X TAR LEVEL 
2 100.00 F FULL FLAVOR 

L LIGMT/LOU TAR/MILD 
T ULTRA LT/LOW TAR/MIL 
U UNKNOWN/NO ANSWER 
X XTRA LT/LOW TAR/MILO 
2 100.00 •** TOTAL *** 


LENGTH 

COUNT X LENGTH 

1 50.00 K REGULAR/KING$/85'S 
L LONGS/100'S 

1 50.00 H LESS THAN 83/NON-FlL 

U UNKNOWN/NO ANSWER 
X EXTRA LONGS/120'S 

2 100.00 •** TOTAL **• 


1,629 PGM COUNT 
2 BRAND COU 

PACKAGEINC 

COUNT X PACKAGEING 

B BOTH PACK/BOX 
H HARD PACK/BOX 
2 100.00 $ SOFT PACK 

U UNKNOUN/NO ANSWER 
2 100.00 *** TOTAL **• 


FLAVOR 

COUNT X FLAVOR 

N MENTHOL 

2 100.00 N NON-MENTHOL/REGULAR 
U UNKNOWN/NO ANSWER 
2 100.00 *** TOTAL *** 


FILTER 

COUNT X FILTER 
F FILTER 

2 100.00 N MON-FILTER 

U UNKNOWN/NO ANSWER 
2 100.00 *** TOTAL *** 


BUY KINO 

COUNT X BUY KIND 
1 50.00 B BOTH 

C CARTONS 
P PACKS 

1 50.00 U UNKNOWN 

2 100.00 *** TOTAL 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


204302341 ? 



REPORT HO. *©OA14A 


DIRECT NARKETING PROFILE REPORT 


04/24/90 PACE 


UA» DATA DETAIL 


CELL 01 PHASE A POM 90215 MUIIORO RACING OUECT HAIL PtOCAAM 1990 1,629 POM ox 


3RAD0 •** 


08 GENERICS/STOAE HANDS 


66 BEANO C 


TAR LEVEL 

COUNT X TAR LEVEL 

F FULL FLAVOR 

66 100.00 L LIGHT/LOW TAR/MILO 
T ULTRA LT/LOU TAR/MIL 
U UNKMOWN/NO ANSWER 
X XTRA LT/LOU TAR/MILO 
66 100.00 *** TOTAL *** 


LENGTH 

COUNT X LENGTH 

66 100.00 X REGULAR/XIKGS/8S'S 
L LONGS/IOO'S 
N LESS THAN 85/NCN-FIL 
U UNKMOWN/NO ANSWER 
X EXTRA LONGS/120'S 
66 100.00 •** TOTAL *** 


PACKAGEING 

COUNT X PACKAGE ING 

S BOTH PACK/BOX 
H HARD PACK/BOX 
66 100.00 S SOFT PACK 

U UNKNOWN/NO ANSWER 
66 100.00 *** TOTAL ••• 


FLAVOR 

COUNT X FLAVOR 

N MENTHOL 

66 100.00 N NON-NENTHOL/REGULAA 
U UNKNOWN/HQ ANSWER 
66 100.00 *** TOTAL *** 


FILTER 

COUNT X FILTER 
66 100.00 F FILTER 

H NON-FILTER 
U UNOWWN/NO ANSWER 
66 100.00 *** TOTAL *** 


BUY KINO 

COUNT X BUY KINO 
30 45.45 B BOTH 
30 45.45 C CARTONS 
6 9.09 P PACKS 

U UNKNOWN 
66 100.00 *** TOTAL 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023418 



REPORT HO. IC0R14A 
HAIO DATA DETAIL 


DIRECT MARKETING PROFILE Report 

CELL 01 PHASE A PCM 90215 MARLBORO RACING DIRECT MAIL PROGRAM 1990 


04/24/90 PACE 
1.629 PGM COUNT 


ARK 06 LIGGETT 

TAR LEVEL 

COUNT X TAR LEVEL 
2 33.53 F FUU FLAVOR 
4 66.67 L LIGHT/LOU TAR/MILD 
T ULTRA LT/LOU TAR/NIL 
U UNKNOUN/NO AH SUER 
X XTRA LT/LOU TAR/MILD 
6 100.00 *** TOTAL *** 


LENGTH 

COUNT X LENGTH 

6 100.00 K REQULAR/KINOS/BS'S 
L LONGS/100'S 
N LESS THAN S5/N0N-FIL 
U UNKNOUN/NO ANSUER 
X EXTRA L0NGS/120'S 
6 100.00 *** TOTAL *** 


6 BRAND COU 

PACKAGEIHG 

COUNT X PACKAGEING 

S GOTH PACK/BOX 
H HARO PACK/BOX 
6 100.00 S SOFT PACK 

U UNKNOUN/NO ANSWER 
6 100.00 *** TOTAL ••* 


FLAVOR 

COUNT X FLAVOR 

M MENTHOL 

6 100.00 N NON-MENTHOL/REGULAR 
U UNKNOUN/NO ANSWER 
6 100.00 *** TOTAL *** 


FILTER 

COUNT X FILTER 
6 100.00 F FILTER 

N NON-FILTER 
U UNKNOUN/NO ANSWER 
6 100.00 *** TOTAL *** 


GUY KINO 

COUNT X BUY KIND 

2 33.33 S BOTH 

1 16.67 C CARTONS 

3 50.00 P PACKS 

U UNKNOWN 

6 100.00 •** TOTAL *** 


JO 

o 

CO 

© 

iO> 

CO 

M. 

CO 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 




NEPORT HO. WOK14A 


OIRECT MARKETING PROFILE REPORT 


04/24/90 PACE 


MAMO DATA DETAIL CELL 01 PHASE A PCM 90215 MARLBORO RACING DIRECT MAIL PROGRAM 1990 1,629 POM COUNT 


KM 06 LIGGETT 

TAX LEVEL 

COUNT X TAX LEVEL 

6 57.14 F FULL FLAVOR 

1 14.29 L LIGHT/UM TAX/MILD 

T ULTRA LT/LOU TAR/MIL 

2 28.57 U UNKNOWN/NO ANSWER 

X XTRA LT/LOU TAX/N1L0 

7 100.00 *** TOTAL *** 


LENGTH 

COUNT X LENGTH 

7 100.00 X REGULAR/XINCS/SS'S 
L LONGS/IOO'S 
N LESS THAN 85/HON-FIL 
U UNXNOUN/NO ANSWER 
X EXTRA L0NGS/120'S 
7 100.00 •** TOTAL *** 


7 SRANO COLT 

PACKAGEING 

COUNT X PACKAGEING 

• BOTH PACK/BOX 
H HARD PACK/BOX 
2 28.57 S SOFT PACK 
5 71.43 U UNKNOWN/NO ANSWER 
7 100.00 •** TOTAL 


FLAVOR 

COUNT X FLAVOR 

N MENTHOL 

7 100.00 N NON-MENTHOL/REGULAR 
U UNXNOUN/NO ANSWER 
7 100.00 TOTAL **• 


FILTER 

COUNT X FILTER 
7 100.00 F FILTER 

N NON-FILTER 
U UNKNOWN/NO ANSWER 
7 100.00 •** TOTAL *** 


BUT KINO 

COUNT X SUY KINO 
3 42.86 • ROTH 
3 42.86 C CARTONS 
1 14.29 F PACKS 
U UNKNOWN 

7 100.00 *•* TOTAL *** 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023420 



REPORT HO. MDOR14A 


DIRECT MARKETING PROFILE REPORT 


04/24/90 PACE 


KAMD DATA DETAIL CELL 01 PHASE A POM 90215 MARLMRO ItACINC DIRECT NAIL PROGRAM 1990 1,629 PON COUN 


XT QOLOEM LIGHTS OS LORILLARD 

TAX LEVEL 

COUNT X TAR LEVEL 

F FULL FLAVOR 

1 100.00 L LIGHTAOU TAR/NILO 
T ULTRA LT/LOU TAX/MIL 
U UNKNOWN/HO ANSWER 
X XTRA LT/LOU TAR/NILO 
1 100.00 *•* TOTAL *** 


LENGTH 

COUNT X LENGTH 

1 100.00 X REGULAR/K1NGS/65'S 
L LONGS/100'S 
N LESS THAN 85/NON-FIL 
U UNKNOUN/NO ANSWER 
X EXTRA L0NGS/120'S 
1 100.00 •** TOTAL *** 


1 IRANO CO 

PACXAGEING 

COUNT X PACKAGEING 

I GOTH PACK/80X 
H HARO PACK/SOX 
1 100.00 S SOFT PACK 

U UNKNOUN/NO ANSWER 
1 100.00 **• TOTAL 


FLAVOR 

COUNT X FLAVOR 

N NENTHOL 

N NON-MENTHOL/REGULAR 
1 100.00 U UNKNOWN/NO ANSWER 
1 100.00 *** TOTAL *** 


FILTER 

COUNT X FILTER 
1 100.00 F FILTER 

N NON-FILTER 
U UNKNOUN/NO ANSWER 
1 100.00 *** TOTAL *** 


IUT KINO 

COUNT X IUT KINO 
• BOTH 
C CARTONS 
1 100.00 P PACKS 
U UNKNOWN 
1 100.00 ••• TOTAL 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023421 



REPORT NO. NDOR14A 


OIRECT MARKETING PROFILE EE PONT 


04/24/90 PACE 


CELL 01 PHASE A PGM 90215 MARLBORO RACING DIRECT NAIL PROGRAM 1990 
OS LORILLARD 


WN» MIA SET AIL 
* 

\ 

JUT 

TAR LEVEL 

COUNT X TAR UVtl 

F ML FLAVOR 

12 100.00 L LI6NTA0U TAR/MILO 
T ULTRA LT/LOU TAR/NIL 
U UNKNOWN/NO ANSWER 
X XTRA LT/LOW TAR/NIU) 
12 100.00 •** TOTAL *** 


FLAVOR 

COUNT X FLAVOR 

N MENTHOL 

12 100.00 N NON-NEXTHOL/REGUUR 
U UNKNOWN/NO ANSWER 
12 100.00 *** TOTAL *** 


LENGTH 

COUNT X LENGTH 

12 100.00 K RECULAR/KINGS/85'S 
L LONGS/IOO'S 
N LESS THAN E5/NON-FIL 
U UNKNOWN/NO ANSWER 
X EXTRA L0NGS/120'S 
12 100.00 *** TOTAL *** 


FILTER 

COUNT X FILTER 
12 100.00 F FILTER 

N NON-FILTER 
U UNKNOWN/NO ANSWER 
12 100.00 •** TOTAL *** 


1,629 PCM COUNT 
12 IRANO CO. 

PACKAGEING 

COUNT X PACKAGEING 

S BOTH PACK/SOX 
H HARO PACK/SOX 
5 41.67 S SOFT PACK 
7 58.33 U UNKNOWN/NO ANSWER 
12 100.00 *** TOTAL *** 


BUY KINO 

COUNT X BUY KINO 
5 41.67 B BOTH 
3 25.00 C CARTONS 
3 25.00 P PACKS 
1 8.33 U UNKNOWN 

12 100.00 *** TOTAL •** 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023422 



* 4 .. « >1 


,i. ND0R14A 


DIRECT MARKETING PROFILE REPORT 


04/24/90 PAGE 


CCU 01 PHASE A MM 90215 narlsoro racing direct nail program 1990 


HAD DATA OXTAIL 

2UMKT 05 LORILLARO 

TAX LEVEL 

COUNT X TAR CIVIL 
167 73.57 f NU FLAVOR 
51 22.67 L UCXT/LOW TAX/MIL0 
T ULTRA LT/L0U TAX/MIL 
9 3.96 U UNKMOMN/NO AX SUER 

X XTRA LT/LOW TAX/MILO 
227 100.00 *** TOTAL *** 


LENGTH 

COUNT X LENGTH 
227 100.00 K IEOAAR/KING$/85'S 
L LONGS/ 100'S 
N LIU THAN 85/NON-FIL 
U UNKMOUM/MO ANSWER 
X EXTRA L0NGS/120'S 
227 100.00 *** TOTAL *** 


1,629 PGM cat 
227 BRAND 0 

PACKAGEING 

COUNT X PACKAGE ING 

4 1.76 X BOTH PACK/BOX 

27 11.89 H HARO PACK/BOX 

46 20.26 S SOFT PACK 

150 66.08 U UNKNOWN/NO ANSWER 
227 100.00 — TOTAL *** 


FLAVOR 

COUNT X FLAVOR 
227 100.00 N MENTHOL 

N NON-NENTNOL/REGULAX 
U UNKNOWN/NO ANSWER 
227 100.00 •** TOTAL "* 



FILTER 

COUNT X FILTER 
227 100.00 F FILTER 

N NON-FILTER 
U UNKNOUN/NO ANSWER 
227 100.00 •** TOTAL *** 


BUT KIND 

COUNT X BUT KINO 
90 39.65 B BOTH 
45 19.82 C CARTONS 
68 29.96 P PACKS 
24 10.57 U UNKNOWN 
227 100.00 **• TOTAL •** 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023423 


REPORT NO. (©0R14A 


DIRECT MARKETING PROFILE REPORT 


04/24/90 PACE 2 


CEU 01 PHASE A PGM 90215 MAXLURO RACING DIRECT MAIL PROGRAM 1990 


IRAN) OATA DETAIL 

U> GOLD 05 LQRILLARO 

TAR LEVEL 

COUNT X TAR LEVEL 
15 76.47 F FULL FLAVOR 
4 25.55 L LIGXT/LOW TAR/MILD 
T ULTRA LT/lOW TAR/MIL 
U UNKNOWN/NO ANSWER 
X XTRA LT/LOW TAR/MILD 
17 100.00 — TOTAL *** 


LENGTH 

COUNT X LENGTH 

17 100.00 X REGULAR/KINGS/45'* 

L LONGS/IOO'S 
N LESS THAN 8S/N0N>FIL 
U UNKNOWN/NO ANSWER 
X EXTRA L0NGS/120'S 
17 100.00 •*• TOTAL •** 


PGM COUNT 

17 BRAND COU> 

PACKAGEIMG 

COUNT X PACKAGE IMG 

B BOTH PACK/BOX 
M HARO PACK/BOX 
17 100.00 S SOFT PACK 

U UMKMOWM/MO ANSWER 
17 100.00 **♦ TOTAL *** 


FLAVOR 

COUNT 

X FLAVOR 


N MENTHOL 


17 100.00 N NON-NENTHOL/REGULAR 
U UNKMOWN/NO ANSWER 
17 100.00 TOTAL *** 


FILTER 

COUNT X FILTER 
17 100.00 F FILTER 

N NON-FILTER 
U UNKNOWN/NO ANSWER 
17 100.00 *** TOTAL *** 


BUY KINO 

COUNT X BUY KINO 
9 52.94 B BOTH 
6 35.29 C CARTONS 
P PACKS 

2 11.76 U UNKNOWN 

17 100.00 *** TOTAL *** 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023424 



REPORT NO. WCR14A 


DIRECT MARKETING PROFILE REPORT 


04/2VW page 


MAW DATA DCTAIL CEU 01 PHASE A POM 90215 MARLBORO RACING DIRECT MAIL PROGRAM 1990 1,629 PGM COUN 


RUE 


OS LORILLAXO 


12 IRAHO ca 



COUNT X TAX LEVEL 

P FULL FLAVOR 

10 83.S L LIGHT/LOU TAX/MILO 
T ULTRA LT/LOU TAR/MIL 
2 16.67 U UNDttWN/NO ANSWER 

X XTRA LT/LOU TAX/NILO 
12 100.00 *** TOTAL **• 


LENGTH 

COUNT X LENGTH 

12 100.00 X REGULAX/KINGS/85'S 
L LONGS/IOO'S 
N LESS THAN S5/NON-FIL 
U UNXNOUN/NO ANSWER 
X EXTRA L0NCS/120'S 
12 100.00 •** TOTAL •** 


PACKAGEINC 

COUNT X PACKAGE ING 

S BOTH PACK/BOX 
N HARO PACK/BOX 

11 91.67 S SOFT PACK 

1 S.33 U UNKNOUN/NO ANSWER 

12 100.00 •** TOTAL •** 


FLAVOR 

COURT X FLAVOR 

FILTft 

COUNT X FILTER 

•UY KIND 

COUNT 

X BUT KIND 

n HER!MOL 

12 100.00 F FILTER 

4 

33.33 B BOTH 

12 100.00 N NON-RENT HOL/REGULAR 

N NON-FILTER 

3 

25.00 C CARTONS 

U UNKMOWN/NO ANSWER 

U UNKNOWN/MO ANSWER 

5 

41.67 P PACKS 

12 100.00 *** TOTAL *** 

12 100.00 *** TOTAL *** 

U UNKNOWN 

12 100.00 *** TOTAL 



Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023425 



REPORT MO. OOtlU 


DIRECT MARKETING PROFILE HE PORT 


04/24/90 PAGE 4 


BRAND DATA 0ETAIl CELL 01 PHASE A PGM 90215 MARLBORO RACING OIRECT HAIL PRO GAA* 1990 


RIGHT 


07 A 4 REYNOLDS 



LEVEL 

COUNT X TAM Lim 

F FULL flavor 

1 100.00 L LIOUT/LOW TAX/MILO 
T ULTRA LT/LOW TAX/MIL 
U UNKNOWN/NO AM SUES 
X XTXA LT/LOW TAX/NILO 
1 100.00 m TOTAL m 


LENGTH 

COUNT X LENGTH 

1 100.00 K REGULAX/KINGS/BS'S 
L LONGS/100'S 
N LESS THAN 8S/N0N-FIL 
U UNKNOWN/NO AM SUE ft 
X EXTKA L0NC$/120'S 
1 100.00 m TOTAL m 


PACKAGEING 
COUNT 


1 

1 


FLA VOX 

COUNT X FLA VOX 
1 100.00 M MENTHOL 

N NON-NENTHOl/REGUtAR 
U UNKNOWN/NG ANSWER 
1 100.00 *** TOTAL m 


FILTER 

COUNT X FILTER 
1 100.00 F FILTER 

N NON-FILTER 
U UNKMOWN/NO ANSWER 
1 100.00 — TOTAL m 


IUY KINO 

COUNT 


1 

1 


1,629 PGM COUNT 

1 brand cam 


X PACKAGE ING 

B BOTH PACK/BOX 

H HARO PACK/BOX 

100.00 S SOFT PACK 

U UNKNOWN/NO ANSWER 
100.00 *** TOTAL *** 


X BUT KINO 
B BOTH 
C CARTONS 
100.00 P PACKS 
U UNKNOWN 

100.00 *** TOTAL *** 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023426 



REPORT MO. MDOR14A 


DATA DETAIL 


DIRECT HARKETING PROFILE REPORT 

CELL 01 PHASE A PGM 90215 MAftLMKO RACING DIRECT MAIL PtOOXAM 1990 


04/24/90 pace 


1,629 PGM COUNT 


mi 

07 t J REYNOLDS 



98 IRAHO i 

IfVEL 

LfNOTN 


FACXAOCING 


COUNT 

x tax imt 

COUNT X LENGTH 

COUNT 

X PACKAGEING 

52 

53.06 F WU FLA VOX 

96 100.00 K REGULAR/KINGS/SS'S 

2 

2.04 • BOTH PACK/BOX 

37 

37.76 i uorr/tow tar/nild 

L LONGS/IOO'S 

7 

7.14 H HARO PACK/BOX 


T ULTRA IT/COW TAR/NIL 

N LESS THAN 85/HON-FIL 

30 

50.61 S SOFT PACK 

9 

9.16 U UNOOUN/NO ANSWER 

U UNKNOWN/NO ANSWER 

59 

60.20 U UNKNOUN/NO ANSWER 


X XTRA IT/LOW TAR/NILD 

X EXTRA L0NGS/120'S 

96 

100.00 *•* TOTAL *** 

96 

100.00 *** TOTAL — 

98 100.00 *** TOTAL *** 




FLAVOR 

COUNT X FLAVOR 

M MENTHOL 

96 100.00 N NON-MENTHOL/REGULAR 
U UNKMOWN/NO ANSWER 
96 100.00 TOTAL **• 


FILTER 

COUNT X FILTER 
75 74.69 F FILTER 
18 18.57 N NON-FILTER 
7 7.14 U UNWOWN/NO ANSWER 

96 100.00 *** TOTAL *** 


RUT KINO 

COUNT X RUT KINO 
44 44.90 I BOTH 
55 55.71 C CARTONS 
18 16.55 P PACKS 
5 5.06 U UNKNOWN 

98 100.00 •** TOTAL 


JO 

O 

rfu 

CO 

© 

JO 

CO 

rfi* 

JO 

<! 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 



REPORT HO. NDOR14A 
HUH) OATH DETAIL 

amwr 25'$ *** 


DIRECT MARKETING PROFILE REPCRT 

CELL 01 PRASE A MM 90215 MARLBORO RACING DIRECT NAIL PROGRAM 1990 
07 R J REYNOLDS 


04/24/90 PAGE 
1,629 PGM C0UN1 
41 BRAKO Ca 


TAR LEVEL 

COUNT X TAR LEVEL 
13 31.71 F FULL FLAVOR 
28 68.29 L LIGHT /LOW TAR/MILO 
T ULTRA LT/LOW TAR/MIL 
U UNKNOWN/NO ANSWER 
X XTRA IT/LOW TAR/MILD 
*1 100.00 *** TOTAL *** 


LENGTH 

COUNT X LENGTH 

41 100.00 K REGULAR/KINGS/85'S 
L LONGS/IOO'S 
N LESS THAN 8S/N0N-FIL 
U UNKNOWN/NO ANSWER 
X EXTRA 10NGS/120'S 
41 100.00 •** TOTAL **• 


RACKAGEING 

COUNT X PACKAGE IHG 

• BOTH RACK/BOX 
H HARO PACK/BOX 
41 100.00 S SOFT PACK 

U UNKNOWN/NO ANSWER 
41 100.00 •** TOTAL **• 


FLAVOR 

COUNT X FLAVOR 

1 2.44 N MENTHOL 

40 97.56 N NON-MENTHOL/REGULAR 

U UNKNOWN/NO ANSWER 

41 100.00 *** TOTAL *** 


FILTER 

COUNT X FILTER 
41 100.00 F FILTER 

N NON-FILTER 
U UNKNOWN/HO ANSWER 
41 100.00 *** TOTAL *** 


BUY KINO 

COUNT X BUY KIND 
12 29.27 B BOTH 
24 58.54 C CARTONS 
5 12.20 P PACKS 
U UNKNOWN 

41 100.00 *** TOTAL *** 


to 

© 

rfs. 

CO 

© 

to 

CO 

to 

00 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 



IE PORT MO. WOR14A 


DIRECT MARKETING PROFILE REPORT 


04 / 24/90 Pace i 


•RAND DATA OETAIl 


CZU 01 PHASE A PCM 90215 MARLIORO RACING 0IRECT MAIL PROGRAM 1990 


1,629 PGM COURT 


ORAL *** 


07 R J REYNOLDS 


59 IRANO ca* 


TAR LEVEL 

COUNT X TAR LEVEL 
7 11.16 F FULL FLAVOR 
51 86.64 L LtttCT/LOV TAR/MILD 
T ULTRA LT/LOW TAR/MIL 
1 1.69 U UNKMOWN/MO ANSWER 

X XTRA LT/LOW TAR/MILO 
59 100.00 «** TOTAL *** 


LENGTH 

COUNT X LENGTH 

59 100.00 K REGULAR/KINCS/8S'S 
L LONGS/100'S 
N LESS THAN 8S/N0N-FIL 
U UNKMOWN/NO ANSWER 
X EXTRA L0NGS/120'S 
59 100.00 **• TOTAL «** 


PACKAGEING 

COUNT X PACKAGE INC 

I BOTH PACK/BOX 
N HARO PACK/80X 
59 100.00 S SOFT PACK 

U UNKNOWN/NO ANSWER 
59 100.00 TOTAL *•* 


FLAVOR 


FILTER 

BUY NINO 



COURT 

X FLAVOR 

COURT X FILTER 

COURT 

X 

BUY ICINO 

8 

13.56 M MENTHOL 

59 100,00 F FILTER 

23 

38.98 

B BOTH 

49 

83.05 N NON*MENTHOL/REGULAR 

M NON-FILTER 

28 

47.46 

C CARTONS 

2 

3.39 U UNKNOWN/NO ANSWER 

U URKNOWR/NO ANSWER 

6 

10.17 

P PACKS 

59 100.00 *** TOTAL *** 

59 100.00 *** TOTAL — 

2 

3.39 

U UNKNOWN 




59 

100.00 

*** TOTAL 


® 

CO 

® 

isS 

CO 

»£>*• 

CD 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 



REPORT MO. NDCR14A 


DIRECT MARKETING PROFILE REPORT 


04/24/90 PACE 


IU» data DETAIL CELL 01 PHASE A PGM 9021$ MARLBORO RACING DIRECT MAIL PROGRAM 1990 


1,629 PGM COUNT 


ALEM 


07 R J RETNOLOS 


243 RRANO COUF 


TAR LEVEL 

COUNT X TAR LEVEL 
114 40.91 F FULL FLAVOR 
118 48.96 L LIGHT/LOW TAR/MILO 
T ULTRA LTAOU TAR/MIL 
11 4.53 U UNKNOWN/NO ANSWER 

X XTRA LT/LOW TAR/MILO 
243 100.00 TOTAL *** 


LENGTH 

COUNT X LENGTH 
243 100.00 K REGULAR/KJNGS/85'S 
L LONGS/100'S 
N LESS THAN 8S/N0N-FIL 
U UNKNOWN/NO ANSWER 
X EXTRA L0NGS/120'S 
243 100.00 *** TOTAL *** 


PACKAGEING 

COUNT X PACKAGEING 

S SOTH PACK/BOX 
H HARD PACK/SOX 
105 43.21 S SOFT PACK 
138 56. T9 U UNKNOWN/NO ANSWER 
243 100.00 *•* TOTAL *•* 


FLAVOR 

COUNT X FLAVOR 
243 100.00 N MENTHOL 

N NON-NENTHOL/REGULAR 
U UNKNOWN/NO ANSWER 
243 100.00 *** TOTAL *** 


FILTER 

COUNT X FILTER 
243 100.00 F FILTER 

N NON-FILTER 
U UNKNOWN/NO ANSWER 
243 100.00 *** TOTAL *** 


BUY KINO 

COUNT X BUY KINO 
89 36.63 B BOTH 
64 26.34 C CARTONS 
55 22.63 P PACKS 
35 14.40 U UNKNOWN 

243 100.00 *•* TOTAL '** 



K> 

O 

l*N 

CO 

o 

to 

CO 

rf* 

CO 

o 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 



REPORT HO. MDOR14A 


DIRECT MARKETING PROFILE REPORT 


04/24/90 P<kOE 4 


•JUNO OATA DETAIL CELL 01 PHASE A KM 90215 MARLBORO RACING DIRECT MAIL PROGRAM 1990 


1,629 PGM COUNT 


ANTA6E 


07 * J REYNOLD* 


39 BRAND COUJ. 


TAR urn 

COUNT X TAR LEVEL 

F FUU FLAVOR 

30 76.92 L LI6NTA0U TAR/MILO 
T ULTRA LT/LOU TAR/MIL 
9 23.08 U UNKNOUN/NO ANSWER 

X XTRA LT/LOU TAR/MILO 
39 100.00 *** TOTAL *** 


LENGTH 

COUNT X LENGTH 

39 100.00 X REQULAR/KINGS/85'S 
L LONGS/100'S 
N LESS THAN 85/NON-FIL 
U UNKNOWN/HO ANSWER 
X EXTRA L0NGS/120'S 
39 100.00 *** TOTAL *** 


PACKAGEING 

COUNT X PACKAGEING 

• ROTH PACK/BOX 
H HARO PACK/BOX 
39 100.00 S SOFT PACK 

U UNKNOWN/NO ANSWER 
39 100.00 «* TOTAL *** 


FLAVOR 

COUNT X FLAVOR 

N MENTHOL 

38 97.44 N NON-NENTHOL/REGULAR 

1 2.56 U UNKNOWN/NO ANSWER 

39 100.00 TOTAL *** 


FILTER 

COUNT X FILTER 
39 100.00 F FILTER 

N NON-FILTER 
U UNKNOWN/HO ANSWER 
39 100.00 *** TOTAL •** 


RUT KINO 

COUNT X BUY KIND 
12 30.77 R ROTH 
20 51.28 C CARTONS 
7 17.95 P PACKS 
U UNKNOWN 

39 100.00 *** TOTAL **• 


© 

CO 

© 

ro 

CO 

CO 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 



REPORT NO. W0R14A DIRECT MARKETING PROFILE REPORT OL/2t/DO pacs a 

HAM DATA OETAIL CELL 01 PHASE A PGM 90215 MARLBORO (UCJHC DIRECT NAIL PROORAN 1990 1,629 PGM COUNT 

’KSTQN 07 R J RETHOLDS 290 BRAND COUN 


TAR LEVEL 

COUNT X TAR LEVEL 
164 56.SS P PULL FLAVOR 
104 55.86 L LICHT/LflU TAR/MILD 
T ULTRA LT/LOU TAR/NIL 
22 7.59 U UNKNOUN/NO ANSWER 

X XTRA LT/LOU TAR/NIL0 
290 100.00 *** TOTAL *** 


LENGTH 

COUNT X LENGTH 
290 100.00 X REGULAR/*1NGS/85'S 
L LONGS/100'$ 

H LESS THAN 85/NON-FIL 
U LWKNOUN/NO ANSWER 
X EXTRA L0NGS/120'S 
290 100.00 *** TOTAL *** 


PACKAGE INC 

COUNT X PACKAGE1NG 

2 .69 • BOTH PACK/BOX 

11 3.79 K HARO PACK/BOX 

82 28.28 S SOFT PACK 

195 67.24 U UNKNOUN/NO ANSWER 

290 100.00 •** TOTAL 


FLAVOR FILTER RUT KINO 

COUNT X FLAVOR COUNT X FILTER COUNT X BUT KINO 

N MENTHOL 290 100.00 F FILTER 115 39.66 S BOTH 

290 100.00 N NON-MEHTHOL/REGULAR N NON-FILTER 98 33.79 C CARTONS 

U UNKNOUN/NO ANSWER U UNKNOUN/NO ANSWER 49 16.90 P PACKS 

290 100.00 *•* TOTAL *** 290 100.00 •** TOTAL •** 28 9.66 U UNKNOWN 

290 100.00 •** TOTAL *•* 



to 

© 

i£» 

CO 

© 

JO 


to 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 



REPORT NO. MD0R14A 


DIRECT HARKETING PROFILE REPORT 


04/24/90 PACE 48 


MAD DATA DETAIL 


CELL 01 PHASE A PCM 90215 HAJkLBQKQ RACING DIRECT NAIL PROGRAM 1990 1,629 PGM COUNT 


07 R J REYNOLDS 


5 IRANO COUNT 



TAR LEVEL 
COUNT 
4 
1 


X TAR LEVEL 
80.00 P FULL FLAVOR 
20.00 L LIGHT/LOU TAR/MILD 
T ULTRA LT/LOU TAR/MIL 
U UNKNOWN/NO ANStCR 
X XTRA LT/LOU TAR/MILD 


5 100.00 *** TOTAL *** 


LENGTH 

COUNT X LENGTH 

S 100.00 K REGULAR/KINCS/85'S 
L LONGS/100'S 
N LESS THAN 83/NON-FIL 
U UNKNOUN/NO ANSWER 
X EXTRA L0N6$/120'S 
5 100.00 *** TOTAL •** 


PACKAGEINO 

COUNT X PACKAGEING 

• SOTH PACK/BOX 
3 60.00 N HARD PACK/BOX 
2 40.00 S SOFT PACK 

U UNKNOUN/NO ANSWER 
5 100.00 *** TOTAL **• 


FLAVOR 

COUNT X FLAVOR 

N MENTHOL 

S 100.00 N NON-NENTHOL/REGUtAR 
U UNKNOUN/NO ANSWER 
5 100.00 *** TOTAL *** 


FILTER 

COUNT X FILTER 
5 100.00 F FILTER 

N NON-FILTER 
U UNKNOUN/NO ANSWER 
5 100.00 *** TOTAL *** 


IUY KINO 

COUNT X BUY KINO 

4 80.00 • BOTH 

1 20.00 C CARTONS 
P PACKS 
U UNKNOWN 

5 100.00 **• TOTAL 


JO 

© 

CO 

© 

iO 

CO 

CO 

CO 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 



REPORT HO. WOR14A 


OIRECT MARKETING PROFILE REPORT 


04/24/90 PAGE 4 


CELL 01 PHASE A PGM 90215 MARLBORO RACING OIRECT MAIL PROGRAM 1990 


•RAND OATA DETAIL 

MNILL PM/INT'L 13 FOREIGN 

TAR LEVEL 

COUNT X TAX LEVEL 
2 100.00 F FULL FLAVOR 

L LIGHT/LOU TAR/MILD 
T ULTRA LT/LOW TAR/MIL 
U UNKNOUN/NO ANSWER 
X XTRA LT/LOW TAR/MILD 
2 100.00 *** TOTAL *** 


FLAVOR 

COUNT X FLAVOR 
1 50.00 N MENTHOL 

1 50.00 N NON-MENTHOL/REGULAR 

U UNKNOUN/NO ANSWER 

2 100.00 *** TOTAL *** 


LENGTH 

COUNT X LENGTH 

2 100.00 K REGULAR/KINGS/85'S 
L LONGS/IOO'S 
N LESS THAN 85/NON-FIL 
U UNKNOUN/NO ANSWER 
X EXTRA L0NGS/120'S 
2 100.00 *** TOTAL 


FILTER 

COUNT X FILTER 
2 100.00 F FILTER 

N NON-FILTER 
U UNKNOUN/NO ANSWER 
2 100.00 *** TOTAL *** 


1,629 PGM COUNT 
2 BRAND COUt 

PACKAGEING 

COUNT X PACKAGEING 

B BOTH PACK/BOX 
2 100.00 H HARO PACK/BOX 
$ SOFT PACK 
U UNKNOWN/NO ANSWER 
2 100.00 *** TOTAL 


BUT KINO 

COUNT X BUT KINO 
1 50.00 B BOTH 

1 50.00 C CARTONS 

P PACKS 
U UNKNOWN 

2 100.00 *** TOTAL ••• 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023434 



REPORT HO. (CO* HA 


DIRECT MARKETING PROFILE REPORT 


04/24/90 PAGE 5 


UANO DATA DETAIL 


CELL 01 PHASE A POM 90215 MARLIOKO RACING DIRECT NAIL PROGRAM 1990 


1,629 PGM COUNT 


jENERI C/STORE *** 08 GENERICS/STORE SRANOS 


47 BRAND COUN 


TAR LEVEL 

COUNT X TAR LEVEL 
10 21.28 P FULL FLAVOR 
35 76.67 L LICHT/LOW TAR/MILO 
T ULTRA LT/LOM TAR/MIL 
2 6.28 U UNKMOWN/NO ANSWER 

X XTRA LT/LOW TAR/MILD 
67 100.00 •** TOTAL **• 


LENGTH 

COUNT X LENGTH 

67 100.00 X REGULAR/KINGS/85'S 
L LONGS/100'S 
N LESS THAN 85/NON-FIL 
U UNKNOWN/NO ANSWER 
X EXTRA L0NCS/120'S 
67 100.00 *** TOTAL *** 


PACKAGEING 

COUNT X PACKAGEING 

• BOTH PACK/BOX 
N HARO PACK/BOX 
6 17.02 S SOFT PACK 
39 82.98 U UNKNOWN/NO ANSWER 
67 100.00 *** TOTAL *** 


FLAVOR 

COUNT X FLAVOR 
10 21.28 N MENTHOL 
37 78.72 N NON-MENTNOL/REGULAR 
U UNKNOWN/NO ANSWER 
67 100.00 *** TOTAL *** 


FILTER 

COUNT X FILTER 
67 100.00 F FILTER 

N NON-FILTER 
U UNKNOWN/NO ANSWER 
67 100.00 *** TOTAL *** 


BUT KINO 

COUNT X BUT KINO 
19 60.63 B BOTH 
21 66.68 C CARTONS 
6 8.51 P PACKS 

3 6.38 U UNKNOWN 

47 100.00 **• TOTAL •** 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023435 



Attachment 2 


Short (220 Bvte} Output Record Layout 


Philip Morris, U.SJL Direct Marketing System 

Chapter 1: Database Output 5/23/90 Attachments 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023436 


REPORT NO. MDDR48AA 


DIRECT MARKETING 
RECORD LAYOUT 


02/02/90 


PROGRAMt 99102 PHASEi Z CELL NOt 01 C0UNT/PULL2 - LISA G 
AGENCYt L02 NAME. LEO BURNETT COMPANY 


1*043 RECORD COUNT 


KKKKXXXKKXXKXXKXKKXXKXXXXKXKXKXKKKXKKKKXXXKKKKXXKKKKXKXKXKXKXKKKKXKKKKKXK 
X DIRECT MARKETING (SHORT) PROGRAM FORMAT 

X 

X CREATED. 01/10/90 BY. ED CHAPMAN PHONE. 004/274-3751 

x 

X FORMAT. EBCDIC RECORD LENGTH. 220 

x 

KXKKKXKXXXXXXKXXKXXKKXXXXKXKKKXKKXXKXXXXKXXXKKKKKXXKXKKKXKXKKXXXKXXKKXXKX 


LD NO. 

START-END 

LENGTH 

DATA FIELD NAME 

1 

001-003 

03 

OCR MAIL CODE 

2 

004-005 

02 

OCR CELL NUMBER 

3 

006-007 

02 

OCR BRAND CODE 

4 

008-015 

08 

OCR NAME CONTROL NUMBER 

5 

016-016 

01 

OCR CHECK DIGIT 

6 

017-019 

03 

TITLE 

7 

020-034 

15 

FIRST NAME 

8 

035-036 

02 

MIDDLE INITIAL 

9 

037-061 

25 

LAST NAME 

10 

062-064 

03 

MATURITY 

11 

065-094 

30 

ADDRESS 1 

12 

095-124 

30 

ADDRESS 2 

13 

125-152 

28 

CITY NAME 

14 

153-154 

02 

STATE 

15 

155-159 

05 

ZIP CODE 

16 

160-163 

04 

ZIP EXTENSION 

17 

164-166 

03 

AREA CODE 

18 

167-173 

07 

PHONE NUMBER 

19 

174-178 

05 

PROGRAM NUMBER 

20 

179-179 

01 

PROGRAM PHASE 

21 

180-188 

09 

FILLER 

22 

189-191 

03 

VENDOR CODE 

23 

192-201 

10 

PROGRAM DATE <MM/DD/C< 

24 

202-220 

19 

FILLER 




Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


x * * * * * 




Attachment 3 


Intermediate (300 Bvte) Output Record Layout 


Philip Moms, U.S A. , _ Marketing System 

Chapter 1: Database Output 6/27/90 Attachment* 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023438 



A18A PHILIP MORRIS DIRECT MARKETI 


N G 02/10/9 
00010 10:54:4 


no 

no 

)30 


SYSTEM MDZ OUTBOUND LAYOUT 
PILE ID 01 INTERMEDIATE FORMAT 

************************************************************************ 
* DIRECT MARKETING (INTERMEDIATE) PROGRAM RECORD FORMAT 


HO 
)50 
060 
uu070 
00080 
00090 
001 00 

* CREATED: 02/01/90 BY: ED CHAPMAN PHONE: 804/274-3751 

* FORMAT: EBCDIC RECORD LENGTH: 300 

* 

************************************************************************ 
FIELD NO. START-END LENGTH DATA FIELD NAME COMMENTS 

00110 


1 


001-003 

03 

OCR MAIL CODE 

00120 


2 


004-005 

02 

OCR CELL NUMBER 

00130 


3 


006-007 

02 

OCR BRAND CODE SET TO ZEROS 

00140 


4 


008-015 

08 

OCR NAME CONTROL NUMBER 

00150 


5 


016-016 

01 

OCR CHECK DIGIT 

00160 


6 


017-019 

03 

TITLE 

00170 


7 


020-034 

15 

FIRST NAME 

00180 


8 


035-036 

02 

MIDDLE INITIAL 





PF1 

- RETURN 

TO MASTER HELP FORMAT 

MDI002 

-PRESS 

ENTER TO CONTINUE ... 


MDAA18A 

P H 

I L 

IP MO 

R R I S 

DIRECT MARKETING 02/10/9 







00190 10:54:5 

MC 

SYSTEM 

MDZ 

OUTBOUND 

LAYOUT 


LINE 

FILE ID 01 

INTERMEDIATE FORMAT 

00190 


9 


037-061 

25 

LAST NAME 

00200 


10 


062-064 

03 

MATURITY (JR, SR, III) 

70210 


11 


065-094 

30 

ADDRESS 1 

J0220 


12 


095-124 

30 

ADDRESS 2 

00230 


13 


125-152 

28 

CITY NAME 

00240 


14 


153-154 

02 

STATE 

00250 


15 


155-159 

05 

ZIP CODE 

00260 


16 


160-163 

04 

ZIP EXTENSION 

00270 


17 


164-166 

03 

AREA CODE 

00280 


18 


167-173 

07 

PHONE NUMBER 

00290 


19 


174-178 

05 

PROGRAM NUMBER 

00300 


20 


179-179 

01 

PROGRAM PHASE 

00310 


21 


180-181 

02 

MANUFACTURER 

00320 


22 


182-182 

01 

LENGTH 

00330 


23 


183-183 

01 

FLAVOR 

00340 


24 


184-184 

01 

TAR LEVEL 

00350 


25 


185-185 

01 

FILTER 

00360 


26 


186-186 

01 

PACKAGE 


PF1 - RETURN TO MASTER HELP FORMAT 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023439 






MDAA18A PHILIP MORRIS DIRECT MARKETING 

00370 

SYSTEM MDZ OUTBOUND LAYOUT 
VE FTLE ID 01 INTERMEDIATE FORMAT 


?70 

27 

187-187 

01 

BUY KIND 


480 

28 

188-188 

01 

DURATION 


jo 390 

29 

189-191 

03 

VENDOR CODE 


00400 

30 

192-201 

10 

PROGRAM DATE 

(CCYY-MM-DD) 

00410 

31 

202-205 

04 

CARRIER ROUTE 

00411 

32 

206-207 

02 

PREVIOUS BRAND 


00412 

33 

208-209 

02 

BRAND CODE 


00420 

34 

210-220 

11 

FILLER 

(SPACES) 

00430 

35 

221-236 

16 

COUPON 1 OCR VALUE 

00440 

36 

237-252 

16 

COUPON 2 OCR VALUE 


00450 

37 

253-268 

16 

COUPON 3 OCR VALUE 


00460 

38 

269-284 

16 

COUPON 4 OCR VALUE 


00470 

39 

285-300 

16 

COUPON 5 OCR VALUE 



PF1 - RETURN TO MASTER HELP FORMAT 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


02/10/9 
10 : 55 : C 


2043023440 






Attachment 4 


iuU& Ojcu: 

LpC. ^ fau/gLU c 


Long (700 Bvte) Output Record Layout 


Philip Morris, U.SA. 

Chapter 1: Database Output 5/23/90 


Direct Marketing System 
Attachments 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023441 


REPORT 

MDZ 

L INE 

MDZOL 

MDZOL 

MDZOL 

MDZOL 

MDZOL 

MDZOL 

MDZUl 

MDZOl 

MDZOl 

MDZOl 

MDZOL 

MDZOl. 

MDZOL 

MDZOL 

NO. MDER02AA DIRECT MARKETING SYSTEM HELP DOCUMENTA.*ON 

DIRECT MARKETING SYSTEM HELP DOCUMENTATION 

NARRATIVE 

00000 LONG FILE FORMAT 

00010 *♦***♦♦♦*♦*♦*♦***♦***♦»*♦*♦♦*♦*♦*♦*♦♦**♦♦♦**♦*♦♦♦♦♦*♦*+*♦*♦♦♦♦♦ 
00020 ♦ DIRECT MARKETING (LONG) PROGRAM RECORD FORMAT 

00030 ♦ 

00040 ♦ CREATED: 02/01/90 BY: ED CHAPMAN PHONE: 804/ 

00050 ♦ 

00060 ♦ FORMAT: EBCDIC RECORD LENGTH: 700 CHARACTERS 

00070 ♦ 

00000 * 

00090 ♦ NOTE: THIS RECORD LAYOUT HAS BEEN UPDATED ON 00/05/91 

00100 ♦ 

00110 ♦ 

00120 •♦*♦**♦♦**♦♦*♦♦************♦*****♦****♦**♦**♦****♦***♦**♦♦*♦***< 
00130 FIELD NO. START-END LENGTH DATA FIELD NAME COMMENTS 

MDZ Ol 

UU 1 








MDZOl 

00150 


1 

001-003 

03 

OCR MAIL CODE 



MDZOl. 

00160 


2 

004-005 

02 

OCR CELL NUMBER 



MDZOL 

00170 


3 

006-007 

02 

OCR BRAND CODE 

SET TO 

ZERO 

MDZOL 

ooiao 


4 

008-015 

08 

OCR NAME CONTROL NUMBER 


MDZOL 

00190 


5 

016-016 

01 

OCR CHECK DIGIT 



MDZOl 

00200 


6 

017-021 

05 

PROGRAM NUMBER 



MDZOl 

00210 


7 

022-022 

01 

PROGRAM PHASE 



MDZUl 

00220 


8 

023-032 

10 

PROGRAM DATE 

(CCYY- 

MM-DD 

MDZOl 

00230 


9 

033-033 

01 

PULL INDICATOR 



MDZOL 

00240 


10 

034-061 

28 

CITY NAME 



MDZOL 

00250 


1 1 

062-070 

09 

NAME CONTROL NUMBER 



MDZOl 

00260 


12 

07 1 -073 

03 

TITLE 



MDZOL 

00270 


13 

074-088 

15 

FIRST NAME 



MDZOl 

00280 


14 

089-090 

02 

MIDDLE INITIAL 



MDZOl 

00290 


15 

091-115 

25 

LAST NAME 



MDZUl 

00300 


16 

116-118 

03 

MATURITY 



MDZOl 

00310 


17 

119-119 

01 

GENDER 



MDZOL 

00320 


18 

120-129 

10 

BIRTH DATE 

(CCYY- 

MM-DD 

MDZOL 

00330 


19 

130-132 

03 

AREA CODE 



MDZOL 

00340 


20 

133-139 

07 

PHONE NUMBER 



MDZOL 

00350 


21 

140-140 

01 

NO MAIL INDICATOR 



MDZOl 

00360 


22 

141-141 

01 

MARITAL STATUS 



MDZOL 

00370 


23 

142-142 

01 

EDUCATION 



MDZOl 

00380 


24 

143-143 

01 

OCCUPATION 



MDZUl 

00390 


25 

144-144 

01 

SMOKER INDICATOR 



MDZOL 

00400 


26 

145-154 

10 

ORIGINAL DATE 

(CCYY-MM 

-DO) 

MDZOL 

00410 


27 

155-156 

02 

STATE 



MDZOl 

00420 


28 

157-159 

03 

SCF CODE 



MDZOL 

00430 


29 

160-164 

05 

ZIP CODE 



MDZOL 

00440 


30 

165-160 

04 

ZIP EXTENSION 



MDZOL 

00450 


31 

169-198 

30 

ADDRESS 1 



MDZOL 

00460 


32 

199-228 

30 

ADDRESS 2 



MDZOL 

00470 


33 

229-23 l 

03 

TRADE AREA 



MDZOL 

00400 


34 

232-232 

01 

REGION 



MDZOL 

00490 


35 

233-233 

01 

ADDRESS STATUS 



MDZOL 

00500 


36 

234-234 

01 

HOUSEHOLD INCOME 



MD/Ol 

00510 


37 

235-246 

12 

GEOGRAPHY CODE 



MDZOl 

00520 


38 

247-248 

02 

prizm cluster code 



MDZOl 

00530 


39 

249-250 

02 

MANUFACTURER 




12/10/199 l 


mcsoem 


PAGE 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 






REPORT NO. MDER02AA 


DIRECT MARKETING SYSTEM HELP DOCUMENTAiiUN 


12/10/1991 


PAGE 


MD2 DIRECT MARKETING SYSTEM HELP DOCUMENTATION 

LINE NARRATIVE 


MDZOL 

00540 

40 

251“251 

01 

LENGTH 



MDZOL 

00550 

41 

252-252 

01 

FLAVOR 



MDZOL 

00560 

42 

253-253 

01 

TAR LEVEL 


MDZOL 

00570 

43 

254-254 

01 

FILTER 



MDZOL 

00580 

44 

255-255 

01 

PACKAGE 



MDZOL 

00590 

45 

256-256 

01 

BUY KIND 


MDZOL 

00600 

46 

257-257 

01 

PACK/DAY INDICATOR 

MDZOL 

00610 

47 

258-258 

01 

DURATION 


MDZOL 

00620 

48 

25£~263 

05 

SOURCE I 

PROGRAM CODE 

MDZOL 

00630 

49 

(^ 264^268 

05 

PROGRAM 

CODE 

(01) 

MDZOL 

00640 

50 

260^269 

01 

PROGRAM 

PHASE (01) 

MDZOl 

00650 

51 

270-271 

02 

PROGRAM 

CELL 

(01 ) 

MDZOL 

00660 

52 

272-272 

01 

PROGRAM 

RESP 

IND (01) 

MDZOL 

00670 

53 

273-277 

05 

PROGRAM 

CODE 

(02) 

MDZOL 

00680 

54 

278-278 

01 

PROGRAM 

PHASE (02) 

MDZOL 

00690 

55 

279-280 

02 

PROGRAM 

CELL 

(02) 

MDZOL 

00700 

56 

281-281 

01 

PROGRAM 

RESP 

IND (02) 

MDZOL 

007 10 

57 

282-286 

05 

PROGRAM 

CODE 

(03) 

MDZOL 

00720 

58 

287-287 

01 

PROGRAM 

PHASE (03) 

MDZOL 

00730 

59 

288-289 

02 

PROGRAM 

CELL 

(03) 

MDZOL 

00740 

60 

290-290 

01 

PROGRAM 

RESP 

IND (03) 

MDZOl 

00750 

61 

291-295 

05 

PROGRAM 

CODE 

(04) 

MDZOL 

00760 

62 

296-296 

01 

PROGRAM 

PHASE (04) 

MDZOL 

00770 

63 

297-298 

02 

PROGRAM 

CELL 

(04) 

MDZOl 

00780 

64 

299-299 

01 

PROGRAM 

RESP 

IND (04) 

MDZOL 

00790 

65 

300-304 

05 

PROGRAM 

CODE 

(05) 

MDZOL 

00800 

66 

305-305 

01 

PROGRAM 

PHASE 

: (05) 

MDZOl 

008 10 

67 

306-307 

02 

PROGRAM 

CELL 

(05) 

MDZOl 

00820 

68 

308-308 

01 

PRGORAM 

RESP 

IND (05) 

MD/Oi 

00830 

69 

309-313 

05 

PROGRAM 

CODE 

(06) 

MDZOl 

00840 

70 

314-314 

01 

PROGRAM 

PHASE 

(06) 

MDZOL 

00850 

71 

315-316 

02 

PROGRAM 

CELL 

(06) 

MDZOl 

00860 

72 

317-317 

01 

PROGRAM 

RESP 

IND (06) 

MDZOl 

00870 

73 

318-322 

05 

PROGRAM 

CODE 

(07) 

MDZOl 

00880 

74 

323-323 

01 

PROGRAM 

PHASE 

(07) 

MDZOL 

00890 

75 

324-325 

02 

PROGRAM 

CELL 

(07) 

MDZOL 

00900 

76 

326-326 

01 

PROGRAM 

RESP 

IND (07) 

MDZOl 

00910 

77 

327-331 

05 

PROGRAM 

CODE 

(08) 

MDZOL 

00920 

78 

332-332 

01 

PROGRAM 

PHASE 

(08) 

MD/Ol 

00930 

79 

333-334 

02 

PROGRAM 

CELL 

(08) 

MDZOL 

00940 

80 

335-335 

01 

PROGRAM 

RESP 

IND (08) 

MDZOL 

00950 

81 

336 340 

05 

PROGRAM 

CODE 

(09) 

MDZOl 

00960 

82 

341-341 

01 

PROGRAM 

PHASE 

(09) 

MDZOL 

00970 

83 

342-343 

02 

PROGRAM 

CELL 

(09) 

MDZOL 

P0980 

84 

344-344 

01 

PROGRAM 

RESP 

INO (09) 

MDZOL 

00990 

85 

345-349 

05 

PROGRAM 

CODE 

( 10) 

MDZOL 

01000 

86 

350-350 

01 

PROGRAM 

PHASE 

( 10) 

MDZOL 

01010 

87 

351-352 

02 

PROGRAM 

CELL 

( 10) 

MDZOL 

01020 

88 

353-353 

01 

PROGRAM 

RESP 

INO (10) 

MDZOL 

01030 

89 

354-358 

05 

PROGRAM 

CODE 

(11) 

MDZOL 

01040 

90 

359-359 

01 

PROGRAM 

PHASE 

(11) 

MDZOL 

01050 

91 

360-361 

02 

PROGRAM 

CELL 

(ID 

MDZOl 

0 1060 

92 

362-362 

01 

PROGRAM 

RESP 

IND (11) 

MDZOl 

01070 

93 

363-367 

05 

PROGRAM 

CODE 

( 12) 




Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 
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MDZOL 

01080 

94 

368-368 

01 

PROGRAM PHASE (12) 

MOZOL 

01090 

95 

369-370 

02 

PROGRAM CELL (12) 

MDZOL 

01 100 

96 

371-371 

01 

PROGRAM RESP IND (12) 

MDZOL 

01110 

97 

372-376 

05 

PROGRAM CODE (13) 

MDZOL 

01120 

98 

377-377 

01 

PROGRAM PHASE (13) 

MDZOL 

01130 

99 

378-379 

02 

PROGRAM CELL (13) 

MDZOL 

01140 

100 

380-380 

01 

PROGRAM RESP IND (13) 

MDZOL 

01150 

101 

381-385 

05 

PROGRAM CODE (14) 

MDZOL 

0)160 

102 

386-386 

01 

PROGRAM PHASE (14) 

MOZOL 

01170 

103 

387-380 

02 

PROGRAM CELL (14) 

MDZOL 

01 180 

104 

389-389 

01 

PROGRAM RESP IND (14) 

MDZOL. 

0 1190 

105 

390-394 

05 

PROGRAM CODE (15) 

MDZOL 

01200 

106 

395-395 

01 

PROGRAM PHASE (15) 

MDZOL 

01210 

107 

336^7 

02 

PROGRAM CELL (15) 

MDZOL 

01220 

108 

390-398^ 

01 

PROGRAM RESP IND (15) 

MDZOL 

01230 

109 

N *'**99~399T 

01 

LOYALTY 

MOZOL 

01240 

1 10 

400-302 

03 

ACTIVITY (01) 

MDZOL 

0 1250 

1 1 1 

403-305 

03 

ACTIVITY (02) 

MDZOL 

01260 

1 12 

406-308 

03 

ACTIVITY (03) 

MDZOL 

01270 

1 13 

409-311 

03 

ACTIVITY (04) 

MDZOL 

0 1 280 

1 14 

412-314 

03 

ACTIVITY (05) 

MDZOL 

0 1290 

1 15 

415-317 

03 

ACTIVITY (06) 

MDZOL 

01300 

1 16 

418-320 

03 

ACTIVITY (07) 

MDZOL 

01310 

1 17 

421-423 

03 

ACTIVITY (08) 

MDZOL 

01320 

1 18 

424-426 

03 

ACTIVITY (09) 

MDZOL 

01330 

1 19 

427-429 

03 

ACTIVITY (10) 

MDZOL 

01340 

120 

430-432 

03 

ACTIVITY (11) 

MDZOL 

01350 

121 

433-435 

03 

ACTIVITY (12) 

MDZOL 

0 1360 

122 

436-438 

03 

ACTIVITY (13) 

MDZOL 

0 1370 

123 

439-441 

03 

ACTIVITY (14) 

MDZOL 

01380 

124 

442-444 

03 

ACTIVITY (15) 

MDZOL 

01390 

125 

445-447 

03 

ACTIVITY (16) 

MDZOL 

01400 

126 

440-450 

03 

ACTIVITY (17) 

MDZOL 

01410 

127 

451-453 

03 

ACTIVITY (18) 

MDZOL 

01420 

128 

454-456 

03 

ACTIVITY (19) 

MDZOL 

01430 

129 

457-459 

03 

SHARE OF PURCHASE (01) 

MDZOL 

01440 

130 

460-462 

03 

SOP COUNT (01) 

MDZOL 

01450 

131 

463-465 

03 

SHARE OF PURCHASE (02) 

MDZOL 

01460 

132 

466-468 

03 

SOP COUNT (02) 

MDZOi 

0 1470 

133 

469-471 

03 

SHARE OF PURCHASE (03) 

MDZOL 

01480 

134 

472-474 

03 

SOP COUNT (03) 

MDZOL 

01490 

135 

475-477 

03 

SHARE OF PURCHASE (04) 

MDZOL 

01500 

136 

478-480 

03 

SOP COUNT (04) 

MDZOL 

01510 

137 

481-483 

03 

SHARE OF PURCHASE (05) 

MDZOL 

01520 

138 

484-406 

03 

SOP COUNT (05) 

MDZOL 

01530 

139 

487-489 

03 

SHARE OF PURCHASE (06) 

MDZOL 

01540 

140 

490-492 

03 

SOP COUNT (06) 

MDZOL 

01550 

141 

493-495 

03 

SHARE OF PURCHASE (07) 

MDZOL 

01560 

142 

496-498 

03 

SOP COUNT (07) 

MDZOL 

01570 

143 

499-501 

03 

SHARE OF PURCHASE (08) 

MDZOL 

01580 

144 

502-504 

03 

SOP COUNT (08) 

MDZOL 

01590 

145 

505-507 

03 

SHARE OF PURCHASE (09) 

MDZOL 

01600 

146 

508-510 

03 

SOP COUNT (09) 

MDZOL 

01610 

147 

511-513 

03 

SHARE OF PURCHASE (10) 


mczoem 
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NARRATIVE 






MDZOl 

01620 

148 

514-516 

03 

SOP COUNT (10) 


MDZOl. 

01630 

149 

517-517 

01 

SPORTS (01) 



MDZOL 

01640 

150 

518-518 

01 

SPORTS (02) 



MDZOL 

01650 

151 

519-519 

01 

SPORTS (03) 



MDZOL 

01660 

152 

520-520 

01 

SPORTS (04) 



MDZOL 

01670 

153 

521-521 

01 

SPORTS (05) 



MDZOL 

01680 

154 

522-522 

01 

SPORTS (06) 



MDZOL 

01690 

155 

523-523 

01 

SPORTS (07) 



MDZOL 

01700 

156 

524-524 

01 

SPORTS (08) 



MDZOL 

017 10 

157 

525-525 

01 

SPORTS (09) 



MDZOL 

01720 

158 

526-526 

01 

SPORTS (10) 



MDZOL 

0 1730 

159 

527-527 

01 

SPORTS (11) 



MDZOL 

01740 

160 

528-528 

01 

SPORTS (12) 



MDZOL 

01750 

161 

529-529 

01 

SPORTS (13) 



MDZOL 

0 1760 

162 

530-530 

01 

SPORTS (14) 



MDZOL 

01770 

163 

531-531 

01 

SPORTS (15) 



MDZOL 

01780 

164 

532-532 

01 

SPORTS (16) 



MDZOL 

0 1790 

165 

533-533 

01 

SPORTS (17) 



MDZOL 

01800 

166 

534-534 

01 

SPORTS (18) 



MDZOL 

01810 

167 

535-535 

01 

SPORTS (19) 



MDZOL 

01820 

168 

536-536 

01 

SPORTS (20) 



MDZOL 

01830 

169 

537-538 

02 

CONSIDERATION 

SET 

(01) 

MDZOL 

01840 

170 

539-540 

02 

CONSIDERATION 

SET 

(02) 

MDZOl 

01850 

171 

541-542 

02 

CONSIDERATION 

SET 

(03) 

MDZOL 

01860 

172 

543-544 

02 

CONSIDERATION 

SET 

(04) 

MDZOl 

01870 

1 73 

545-546 

02 

CONSIDERATION 

SET 

(05) 

MDZOl 

01880 

1 74 

547-548 

02 

CONSIDERATION 

SET 

(06) 

MDZOL 

01890 

1 75 

549-550 

02 

CONSIDERATION 

SET 

(07) 

MDZOL 

0190b 

176 

551-552 

02 

CONSIDERATION 

SET 

(08) 

MDZOl 

01910 

1 77 

553-554 

02 

CONSIDERATION 

SET 

(09) 

MDZOl 

01920 

178 

555-556 

02 

CONSIDERATION 

SET 

( 10) 

MDZOl 

01930 

1 79 

557-558 

02 

CONSIDERATION 

SET 

(ID 

MDZOl 

01940 

180 

569-560 

02 

CONSIDERATION 

SET 

(12) 

MDZOl 

01950 

18 1 

561-562 

02 

CONSIDERATION 

SET 

( 13) 

MDZOL 

01960 

182 

563-564 

02 

CONSIDERATION 

SET 

(14) 

MDZOL 

01970 

183 

565-566 

02 

CONSIDERATION 

SET 

( 15) 

MDZOl. 

01980 

184 

567-568 

02 

CONSIDERATION 

SET 

( 16) 

MDZOl 

0 1990 

185 

579-570 

02 

CONSIDERATION 

SET 

(17) 

MDZOL 

02000 

186 

571-572 

02 

CONSIDERATION 

SET 

( 18) 

MDZOL 

02010 

1 B 7 

573-574 

02 

CONSIDERATION 

SET 

( 19) 

MDZOL 

02020 

188 

575-576 

02 

CONSIDERATION 

SET 

(20) 

MDZOI 

02030 

189 

577-578 

02 

MEDIA CATEGORY 

(01 ) 

MDZOL 

02040 

190 

579-580 

02 

MEDIA CODE (01) 


MDZOl 

02050 

191 

581-582 

02 

MEDIA CATEGORY 

(02) 

MDZOL 

02060 

192 

583-584 

02 

MEDIA CODE (02) 


MDZOL 

02070 

193 

585-586 

02 

MEDIA CATEGORY 

(03) 

MDZOL 

02080 

194 

5B7-588 

02 

MEDIA CODE (03) 


MDZOL 

02090 

195 

589-590 

02 

MEDIA CATEGORY 

(04) 

MDZOL 

02100 

196 

591-592 

02 

MEDIA CODE (04) 


MDZOl 

02110 

197 

593-594 

02 

MEDIA CATEGORY 

(05) 

MDZOL 

02120 

198 

595-596 

02 

MEDIA CODE (05) 


MDZOL 

02130 

199 

597-598 

02 

MEDIA CATEGORY 

(06) 

MDZOL 

02140 

200 

599-600 

02 

MEDIA CODE (06) 


MDZOl 

02 150 

20 1 

601-602 

02 

MEDIA CATEGORY 

(07) 


St'KSOSI'OS 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 
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02160 202 

603-604 

02 

MEDIA CODE (07) 

MDZOl 

02170 

203 

605-606 

02 

MEDIA CATEGORY (08) 

MD71M 

02100 

204 

607-608 

02 

MEDIA CODE (08) 

MDZOl 

02190 

205 

609-610 

02 

MEDIA CATEGORY (09) 

MDZOL 

02200 

206 

611-612 

02 

MEDIA CODE (09) 

MDZOL 

02210 

207 

613-614 

02 

MEDIA CATEGORY (10) 

MDZOL 

02220 

208 

615-616 

02 

MEDIA CODE (10) 

MDZOL 

02230 

209 

617-618 

02 

OFFER CATEGORY (01) 

MDZOl 

02240 

210 

619-621 

03 

OFFER CODE (01) 

MDZOL 

02250 

21 1 

622-623 

02 

OFFER CATEGORY (02) 

MDZOL 

02260 

212 

624-626 

03 

OFFER CODE (02) 

MDZOL 

02270 

213 

627-628 

02 

OFFER CATEGORY (03) 

MDZOL 

02280 

214 

629-631 

03 

OFFER CODE (03) 

MDZOL 

02290 

215 

632-633 

02 

OFFER CATEGORY (04) 

MOZOL 

02300 

216 

634-636 

03 

OFFER CODE (04) 

MOZOl 

02310 

217 

637-638 

02 

OFFER CATEGORY (05) 

MOZOL 

02320 

218 

639-641 

03 

OFFER CODE (05) 

MOZOL 

02330 

219 

642-643 

02 

OFFER CATEGORY (06) 

MDZOL 

02340 

220 

644-646 

03 

OFFER CODE (06) 

MDZOL 

02350 

221 

647-648 

02 

OFFER CATEGORY (07) 

MDZOl 

02360 

222 

649-651 

03 

OFFER CODE (07) 

MLi/OL 

02370 

223 

652-653 

02 

OFFER CATEGORY (08) 

MDZOL 

02380 

224 

654-656 

03 

OFFER CODE (08) 

MDZOL 

02390 

225 

657-658 

02 

OFFER CATEGORY (09) 

MDZOL 

02400 

226 

659-661 

03 

OFFER CODE (09) 

MDZOL 

02410 

227 

662-663 

02 

OFFER CATEGORY (10) 

MDZOL 

02420 

228 

664-666 

03 

OFFER CODE (10) 

MDZOL 

02430 

229 

667-667 

01 

COUPON USAGE 

MOZOl 

02440 

230 

668-670 

03 

VENDOR CODE 

MDZOL 

02450 

231 

671-674 

04 

CARRIER ROUTE CODE 

MDZOL 

02460 

232 

675-675 

01 

PM MAGAZINE INDICATOR 

MDZOL 

02470 

233 

676-680 

05 

LATEST PROGRAM 

MDZOL 

02480 

234 

681-681 

01 

NIELSEN COUNTY CODE 

MDZOL 

02481 

235 

682-683 

02 

PREVIOUS BRAND 

MDZOL 

02482 

236 

683-684 

02 

BRAND CODE 

MDZOL 

02490 

237 

685-700 

17 

FILLER 


9negoe£os 


(SPACES) 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 
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SYSTEM HELP 

DOCUMENTATION 




L INE 

NARRATIVE 







MOZOL 

OOOOO 

1 ONG FILE 

FORMAT 






MOZOL 

00010 







» * 

MOZOL 

00020 

* 

DIRECT MARKETING 

(LONG) PROGRAM RECORD 

FORMAT 



MDZOL 

00030 

• 







MDZOl 

00040 

* CREATED 

: 02/01/90 


BY; ED CHAPMAN 

PHONE: 

804/274-3751 


MDZOL 

00050 

* 







MDZOl 

00060 

• FORMAT 

: EBCDIC 

RECORD LENGTH: 700 CHARACTERS 



MDZOl 

00070 

♦ 







MDZOL 

00080 

♦ 







MDZOl 

00090 

♦ NOTE: 

THIS RECORD 

LAYOUT 

HAS BEEN UPDATED ON 

08/05/91 



MDZOl. 

00100 

* 







MDZOL 

001 10 

• 







MDZOl 

00120 







»* 

MDZOL 

00130 

FIELD NO. 

START-END 

LENGTH 

DATA FIELD NAME 

COMMENTS 


MDZOL 

00140 















MDZOl 

00150 

1 

001-003 

03 

OCR MAIL CODE 




MDZOl 

00160 

2 

004-005 

02 

OCR CELL NUMBER 




MDZOL 

00170 

3 

006-007 

02 

OCR BRAND CODE 

SET TO 

ZERO 


MDZOl 

00180 

4 

008-015 

08 

OCR NAME CONTROL NUMBER 



MDZOl 

00190 

5 

016-016 

01 

OCR CHECK DIGIT 




MDZOl 

00200 

6 

017-021 

05 

PROGRAM NUMBER 




MDZOl 

00210 

7 

022-022 

01 

PROGRAM PHASE 




MDZOl 

00220 

8 

023-032 

10 

PROGRAM DATE 

(CCYY- 

MM-DD) 


MDZOL 

00230 

9 

033-033 

01 

PULL INDICATOR 




MDZOl 

00240 

10 

034-061 

28 

CITY NAME 




MDZOL 

00250 

1 1 

062-070 

09 

NAME CONTROL NUMBER 




MDZOl 

00260 

12 

071-073 

03 

TITLE 




MDZOl 

00270 

13 

074-088 

15 

FIRST NAME 




MDZOL 

00280 

14 

089-090 

02 

MIDDLE INITIAL 




MDZOl 

00290 

15 

091-115 

25 

LAST NAME 




MDZOl 

00300 

16 

116-118 

03 

MATURITY 




MDZOl 

00310 

17 

1 19-1 19 

01 

GENDER 




MDZOl 

00320 

18 

120-129 

10 

BIRTH DATE 

(CCYY- 

MM-DD) 


MDZOL 

00330 

19 

130-132 

03 

AREA CODE 




MDZOL 

00340 

20 

133-139 

07 

PHONE NUMBER 




MDZOL 

00350 

21 

140-140 

01 

NO MAIL INDICATOR 




MDZOl 

00360 

22 

141-141 

01 

MARITAL STATUS 




MDZOL 

00370 

23 

142-142 

01 

EDUCATION 




MDZOl 

00380 

24 

143-143 

01 

OCCUPATION 




MDZOl 

00390 

25 

144-144 

01 

SMOKER INDICATOR 




MDZOL 

00400 

26 

145-154 

10 

ORIGINAL DATE 

(CCYY-MM 

-DO) 


MDZOL 

00410 

27 

155-156 

02 

STATE 




MOZOL 

00420 

28 

157-159 

03 

SCF CODE 




MDZOL 

00430 

29 

160164 

05 

ZIP CODE 




MDZOL 

00440 

30 

165-168 

04 

ZIP EXTENSION 




MDZOL 

00450 

31 

169-198 

30 

ADDRESS 1 




MDZOL 

00460 

32 

199-228 

30 

ADDRESS 2 




MDZOL 

00470 

33 

229-231 

03 

TRADE AREA 




MDZOL 

00480 

34 

232-232 

01 

REGION 




MDZOL 

00490 

35 

233-233 

01 

ADDRESS STATUS 




MDZOL 

00500 

36 

234-234 

01 

HOUSEHOLD INCOME 




MD/Ol 

00510 

37 

235-246 

12 

GEOGRAPHY CODE 




MDZOl 

00520 

38 

247-248 

02 

PRIZM CLUSTER CODE 




MO Mil 

00530 

39 

249-250 

02 

MANUFACTURER 





Li\ZZQZVQZ 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 



PAGE 






DIRECT MARKETING SYSTEM HELP DOCUMENTATION 


12/10/1991 


PAGE 



REPORT NO. MOER02AA 


MDZ 

DIRECT 

MARKETING 

SYSTEM HELP 

DOCUMENTATION 



LINE 

NARRATIVE 






MOZOL 

00540 

40 

251-251 

01 

LENGTH 



MOZOL 

00550 

41 

252-252 

01 

FLAVOR 



MOZOL 

00560 

42 

253-253 

01 

TAR LEVEL 


MOZOL 

00570 

43 

254-254 

01 

FILTER 



MOZOL 

00500 

44 

255-255 

01 

PACKAGE 



MOZOL 

00590 

45 

256-256 

01 

BUY KIND 


MOZOL 

U0600 

46 

257-257 

01 

PACK/OAY INDICATOR 

MDZOL 

00610 

47 

258-258 

01 

DURATION 


MOZOL 

00620 

48 

259-263 

05 

SOURCE 1 

PROGRAM CODE 

MDZOL 

00630 

49 

264-268 

05 

PROGRAM 

CODE 

(01) 

MDZOL 

00640 

50 

269-269 

01 

PROGRAM 

PHASE (01) 

MOZOL 

00650 

51 

270-271 

02 

PROGRAM 

CELL 

(01 ) 

MDZOL 

00660 

52 

272-272 

01 

PROGRAM 

RESP 

1MU (01) 

MOZOL 

00670 

53 

273-277 

05 

PROGRAM 

CODE 

(02) 

MOZOL 

00600 

54 

278-278 

01 

PROGRAM 

PHASE (02) 

MDZOL 

00690 

55 

279-280 

02 

PROGRAM 

CELL 

(02) 

MDZOL 

00700 

56 

281-281 

01 

PROGRAM 

RESP 

IND (02) 

MDZOL 

00710 

57 

282-286 

05 

PROGRAM 

CODE 

(03) 

MOZOL 

00720 

58 

287-287 

01 

PROGRAM 

PHASE (03) 

MDZOL 

00730 

59 

288-289 

02 

PROGRAM 

CELL 

(03) 

MOZOL 

00740 

60 

290-290 

01 

PROGRAM 

RESP 

IND (03) 

MDZOl 

00750 

61 

291-295 

05 

PROGRAM 

CODE 

(04) 

MDZOL 

00760 

62 

296-296 

01 

PROGRAM 

PHASE (04) 

MDZOl 

00770 

63 

297-298 

02 

PROGRAM 

CELL 

(04) 

MDZOl 

00780 

64 

299-299 

01 

PROGRAM 

RESP 

INO (04) 

MDZOl. 

00790 

65 

300-304 

05 

PROGRAM 

CODE 

(05) 

MOZOL 

00800 

66 

305-305 

01 

PROGRAM 

PHASE 

(05) 

MDZOl 

00810 

67 

306-307 

02 

PROGRAM 

CELL 

(05) 

MDZOl 

00820 

68 

308-308 

01 

PRGORAM 

RESP 

INO (05) 

MDZOl 

00830 

69 

309-313 

05 

PROGRAM 

CODE 

(06) 

MOZOL 

00840 

70 

314-314 

01 

PROGRAM 

PHASE 

(06) 

MDZOL. 

00850 

71 

315-316 

02 

PROGRAM 

CELL 

(06) 

MDZOL 

00860 

72 

317-317 

01 

PROGRAM 

RESP 

INO (06) 

MDZOl 

00870 

73 

318-322 

05 

PROGRAM 

CODE 

(07) 

MOZOL 

00680 

74 

323-323 

01 

PROGRAM 

PHASE 

(07) 

MDZOL 

00890 

75 

324-325 

02 

PROGRAM 

CELL 

(07) 

MDZOL 

00900 

76 

326-326 

01 

PROGRAM 

RESP 

INO (07) 

MDZOl 

00910 

77 

327-331 

05 

PROGRAM 

CODE 

(08) 

MDZOL 

00920 

78 

332-332 

01 

PROGRAM 

PHASE 

(08) 

MDZOl 

00930 

79 

333-334 

02 

PROGRAM 

CELL 

(08) 

MDZOL 

00940 

80 

335-335 

01 

PROGRAM 

RESP 

INO (08) 

MDZOL 

00950 

81 

336-340 

05 

PROGRAM 

CODE 

(09) 

MOZOL 

00960 

82 

341-341 

01 

PROGRAM 

PHASE 

(09) 

MDZOl. 

00970 

83 

342-343 

02 

PROGRAM 

CEL L 

(09) 

MOZOL 

P0980 

84 

344-344 

01 

PROGRAM 

RESP 

(NO (09) 

MOZOL 

00990 

85 

345-349 

05 

PROGRAM 

CODE 

( 10) 

MDZOl 

01000 

86 

350-350 

01 

PROGRAM 

PHASE 

(10) 

MDZOL 

01010 

87 

351-352 

02 

PROGRAM 

CELL 

( 10) 

MOZOL 

01020 

88 

353-353 

01 

PROGRAM 

RESP 

INO (10) 

MDZOL 

01030 

89 

354-358 

05 

PROGRAM 

CODE 

(11) 

MDZOl 

01040 

90 

359-359 

01 

PROGRAM 

PHASE 

(II) 

MDZOL 

0 1050 

91 

360-361 

02 

PROGRAM 

CELL 

(II) 

MDZOl. 

0 1060 

92 

362-362 

01 

PROGRAM 

RESP 

INO (II) 

MO/Oi 

0 1070 

93 

363-367 

05 

PROGRAM 

CODE 

( 12) 




Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 
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MOZOL 

01080 

94 

368-368 

01 

PROGRAM PHASE (12) 

MOZOL 

01090 

95 

369-370 

02 

PROGRAM CELL (12) 

MOZOL 

01 100 

96 

371-371 

01 

PROGRAM RESP INO (12) 

MOZOL 

onto 

97 

372-376 

05 

PROGRAM CODE (13) 

MDZOl. 

01120 

98 

377-377 

01 

PROGRAM PHASE (13) 

MOZOI 

01130 

99 

378-379 

02 

PROGRAM CELL (13) 

MOZOL 

01 140 

100 

380-380 

01 

PROGRAM RESP IND (13) 

MDZOL 

01 150 

101 

381-385 

05 

PROGRAM CODE (14) 

MDZOL 

01160 

102 

386-386 

01 

PROGRAM PHASE (14) 

MOZOL 

01170 

103 

387-388 

02 

PROGRAM CELL (14) 

MDZOL 

01 160 

104 

389-389 

01 

PROGRAM RESP IND (14) 

MDZOL 

01 190 

105 

390-394 

05 

PROGRAM CODE (15) 

MDZOL 

01200 

106 

395-395 

01 

PROGRAM PHASE (15) 

MDZOL 

01210 

107 

396-397 

02 

PROGRAM CELL (15) 

MOZOL, 

01220 

108 

398-398 

01 

PROGRAM RESP IND (15) 

MDZOL 

0 1230 

109 

399-399 

01 

LOYALTY 

MDZOL 

01240 

1 10 

400-302 

03 

ACTIVITY (01) 

MDZOl 

0 1250 

1 1 1 

403-305 

03 

ACTIVITY (02) 

MDZOL 

01260 

112 

406-308 

03 

ACTIVITY (03) 

MDZOl 

01270 

1 13 

409-311 

03 

ACTIVITY (04) 

MDZOL 

01280 

1 14 

412-314 

03 

ACTIVITY (05) 

MDZOL 

01290 

1 15 

415-317 

03 

ACTIVITY (06) 

MDZOL 

01300 

1 16 

418-320 

03 

ACTIVITY (07) 

MDZOl 

01310 

1 17 

421-423 

03 

ACTIVITY (08) 

MDZOL 

01320 

1 18 

424-426 

03 

ACTIVITY (09) 

MOZOL 

01330 

1 19 

427-429 

03 

ACTIVITY (10) 

MOZOL 

01340 

120 

430-432 

03 

ACTIVITY (11) 

MDZOl 

01350 

121 

433-435 

03 

ACTIVITY (12) 

MOZOL 

01360 

122 

436-438 

03 

ACTIVITY (13) 

MDZOl 

01370 

123 

439-441 

03 

ACTIVITY (14) 

MDZOl 

01380 

124 

442-444 

03 

ACTIVITY (15) 

MDZOL 

01390 

125 

445-447 

03 

ACTIVITY (16) 

MDZOL 

01400 

126 

448-450 

03 

ACTIVITY (17) 

MDZOL 

01410 

127 

451-453 

03 

ACTIVITY (18) 

MDZOL 

01420 

128 

454-456 

03 

ACTIVITY (19) 

MDZOl 

01430 

129 

457-459 

03 

SHARE OF PURCHASE (01) 

MDZOL 

01440 

130 

460-462 

03 

SOP COUNT (01) 

MDZOL 

01450 

131 

463-465 

03 

SHARE OF PURCHASE (02) 

MDZOL 

01460 

132 

466-468 

03 

SOP COUNT (02) 

MDZOl 

01470 

133 

469-471 

03 

SHARE OF PURCHASE (03) 

MDZOL 

01480 

134 

472-474 

03 

SOP COUNT (03) 

MDZOl 

01490 

135 

475-477 

03 

SHARE OF PURCHASE (04) 

MDZOL 

0 1500 

136 

478-480 

03 

SOP COUNT (04) 

MDZOl 

01510 

137 

481-483 

03 

SHARE OF PURCHASE (05) 

MOZOL 

01520 

138 

484-486 

03 

SOP COUNT (05) 

MOZOL 

01530 

139 

487-489 

03 

SHARE OF PURCHASE (06) 

MOZOL 

01540 

140 

490-492 

03 

SOP COUNT (06) 

MOZOL 

0 1550 

141 

493-495 

03 

SHARE OF PURCHASE (07) 

MOZOL 

01560 

142 

496-498 

03 

SOP COUNT (07) 

MDZOl 

01570 

143 

499-501 

03 

SHARE OF PURCHASE (08) 

MDZOL 

01560 

144 

502-504 

03 

SOP COUNT (08) 

MDZOl 

01590 

145 

505-507 

03 

SHARE OF PURCHASE (09) 

MDZOL 

0 1600 

146 

508510 

03 

SOP COUNT (09) 

MDZOl 

01610 

147 

511-513 

03 

SHARE OF PURCHASE (10) 




Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 
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MOZOi 

01620 

148 

514-516 

03 

SOP COUNT (10) 


MOZOI. 

01630 

149 

517-517 

01 

SPORTS (01) 



MOZOI. 

01640 

150 

518-518 

01 

SPORTS (02) 



MOZOL 

0 1 650 

151 

519-519 

01 

SPORTS (03) 



MOZOI 

01660 

152 

520-520 

01 

SPORTS (04) 



MOZOL 

01670 

153 

521-521 

01 

SPORTS (05) 



MDZOL 

01680 

154 

522-522 

01 

SPORTS (06) 



MDZOL 

01690 

155 

523-523 

01 

SPORTS (07) 



MOZOL 

01700 

156 

524-524 

01 

SPORTS (08) 



MDZOL 

01710 

157 

525-525 

01 

SPORTS (09) 



MOZOL 

01720 

158 

526-526 

01 

SPORTS (10) 



MOZOI 

0 1730 

159 

527-527 

01 

SPORTS ( 11 ) 



MDZOL 

01740 

160 

528-528 

01 

SPORTS (12) 



MOZOL 

01750 

161 

529-529 

01 

SPORTS (13) 



MOZOL 

01760 

162 

530-530 

01 

SPORTS (14) 



MOZOL 

01770 

163 

531-531 

01 

SPORTS (15) 



MOZOL 

01780 

164 

532-532 

01 

SPORTS (16) 



MOZOL 

01790 

165 

533-533 

01 

SPORTS (17) 



MOZOL 

01800 

166 

534-534 

01 

SPORTS (18) 



MOZOI 

01810 

167 

535-535 

01 

SPORTS (19) 



MOZOL 

01820 

168 

536-536 

01 

SPORTS ( 20 ) 



MOZOL 

01830 

169 

537-538 

02 

CONSIDERATION 

SET 

(01 ) 

MDZOL 

01840 

170 

539-540 

02 

CONSIDERATION 

SET 

( 02 ) 

MOZOL 

01850 

171 

541-542 

02 

CONSIDERATION 

SET 

(03) 

MOZOL 

01860 

172 

543-544 

02 

CONSIDERATION 

SET 

(04) 

MOZOL 

01870 

1 73 

545-546 

02 

CONSIDERATION 

SET 

(05) 

MOZOI 

01880 

174 

547-548 

02 

CONSIDERATION 

SET 

(06) 

MDZOL 

01890 

1 75 

549-550 

02 

C0NS1DERA rION 

SET 

(07) 

MOZOL 

01900 

176 

551-552 

02 

CONSIDERATION 

SET 

(08) 

MOZOL 

01910 

177 

553-554 

02 

CONSIDERATION 

SEI 

(09) 

MOZOL 

01920 

178 

555-556 

02 

CONSIDERATION 

SET 

( 10 ) 

MOZOI. 

01930 

1 79 

557-558 

02 

CONSIDERATION 

SET 

(ID 

MDZOL 

01940 

180 

569-560 

02 

CONSIDERATION 

SET 

( 12 ) 

MOZvH 

0 1950 

181 

561-562 

02 

CONSIDERATION 

SET 

( 13) 

MOZOL 

01960 

182 

563-564 

02 

CONSIDERATION 

SET 

( 14) 

MOZOL 

01970 

183 

565-566 

02 

CONSIDERATION 

SET 

( 15) 

MOZOL 

01980 

184 

567-568 

02 

CONSIDERATION 

SET 

( 16) 

MOZOL 

0 1990 

185 

579-570 

02 

CONSIDERATION 

SET 

(17) 

MOZOL 

02000 

186 

571-572 

02 

C0NSIDERA1ION 

SET 

( 18) 

MOZOL 

02010 

187 

573-574 

02 

CONS IOERA1 ION 

SET 

( 19) 

MOZOL 

02020 

188 

575-576 

02 

CONSIDERATION 

SET 

( 20 ) 

MOZOI 

02030 

189 

577-578 

02 

MEDIA CATEGORY 

(01) 

MOZOL 

02040 

190 

579-580 

02 

MEDIA CODE (01) 


MOZOI 

02050 

191 

581-582 

02 

MEDIA CATEGORY 

( 02 ) 

MOZOL 

02060 

192 

583-584 

02 

MEDIA CODE (02) 


MOZOL. 

02070 

193 

585-586 

02 

MEDIA CATEGORY 

(03) 

MOZOL 

02080 

194 

587-588 

02 

MEDIA CODE (03) 


MOZOL 

02090 

195 

589-590 

02 

MEDIA CATEGORY 

(04) 

MOZOL 

02100 

196 

591-592 

02 

MEDIA CODE (04) 


MOZOI 

02 110 

197 

593-594 

02 

MEDIA CATEGORY 

(05) 

MOZOL 

02 120 

198 

595-596 

02 

MEDIA CODE (05) 


MOZOL 

02 130 

199 

597-598 

02 

MEDIA CATEGORY 

(06) 

MOZOI 

02 140 

200 

599-600 

02 

MEDIA CODE (06) 


MOZOI 

02 150 

201 

601-602 

02 

MEDIA CATEGORY 

(07) 


osfcsoem 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 
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MOZOl 

02160 

202 

603-604 

02 

MEDIA CODE (07) 

MUZOL 

02 170 

203 

605-606 

02 

MEDIA CATEGORY (08) 

MOZOl 

02180 

204 

607-608 

02 

MEDIA CODE (08) 

MOZOL 

02 100 

205 

609-610 

02 

MEDIA CATEGORY (09) 

MOZOl 

02200 

206 

611-612 

02 

MEDIA CODE (09) 

MOZOL 

02210 

207 

613-614 

02 

MEOIA CATEGORY (10) 

MOZOL 

02220 

208 

615-616 

02 

MEDIA COOE (10) 

MOZOL 

02230 

209 

617-618 

02 

OFFER CATEGORY (01) 

MOZOl 

02240 

210 

619-621 

03 

OFFER COOE (01) 

MOZOL 

02250 

21 1 

622-623 

02 

OFFER CATEGORY (02) 

MOZOL 

02260 

212 

624-626 

03 

OFFER CODE (02) 

MOZOL 

02270 

213 

627-628 

02 

OFFER CATEGORY (03) 

MOZOL 

02280 

2 14 

629-631 

03 

OFFER COOE (03) 

MOZOL 

02290 

215 

632-633 

02 

OFFER CATEGORY (04) 

MOZOL 

02300 

216 

634-636 

03 

OFFER CODE (04) 

MOZOl 

02310 

217 

637-638 

02 

OFFER CATEGORY (05) 

MOZOL 

02320 

218 

639-641 

03 

OFFER CODE (05) 

MOZOl 

02330 

2 19 

642-643 

02 

OFFER CATEGORY (06) 

MOZOL 

02340 

220 

644-646 

03 

OFFER CODE (06) 

MOZOL 

02350 

221 

647-648 

02 

OFFER CATEGORY (07) 

MOZOl 

02360 

222 

649-651 

03 

OFFER CODE (07) 

MOZOL 

02370 

223 

652-653 

02 

OFFER CATEGORY (08) 

MOZOL 

02380 

224 

654-656 

03 

OFFER COOE (08) 

MOZOL 

02390 

225 

657-658 

02 

OFFER CATEGORY (09) 

MOZOL 

02400 

226 

659-661 

03 

OFFER CODE (09) 

MOZOL 

02410 

227 

662-663 

02 

OFFER CATEGORY (10) 

MOZOL 

02420 

228 

664-666 

03 

OFFER CODE (10) 

MOZOL 

02430 

229 

667-667 

01 

COUPON USAGE 

MOZOl 

02440 

230 

668-670 

03 

VENDOR CODE 

MOZOL 

02450 

231 

671-674 

04 

CARRIER ROUTE CODE 

MOZOL 

02460 

232 

675-675 

01 

PM MAGAZINE INDICATOR 

MOZOL 

02470 

233 

676-680 

05 

LATEST PROGRAM 

MOZOL 

02460 

234 

681-681 

01 

NIELSEN COUNTY CODE 

MOZOL 

0248 1 

235 

682-683 

02 

PREVIOUS BRAND 

MOZOL 

02482 

236 

683-684 

02 

BRAND COOE 

MOZOL 

02490 

237 

685-700 

17 

FILLER 


TSf CSOSJ'OS 


(SPACES) 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 
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000104000103432 

CR33 

0000180174862219 

CR04 

S MARGARET DUNCAN 

5 BARDON STREET 

HICOPEE, MA 01020 


MS DEBORAH D MORIN 

67 PLEASANT STREET 

WARE, MA 01082-1026 


000100000918043 

CR01 

0000134001121398 

B001 

S MARCIA SADOSKI 

9 WEST PLEASANT STREET 
OUTH DEERF1EL, MA 01373- 

-1041 

MS NANCY LECLAIRE 

PO BOX 30 

MILLBURY, MA 01527 


000100001628419 

CR42 

0000100001729704 

CR23 

S THERESA THISTLE 

1 NORTH MAIN STREET 
ATICK, MA 01760-3447 


MS ELIZABETH LONG 

10 HIDDEN WAY 
CHELMSFORD, MA 01824 


000100277922983 

CR24 

0000100002235065 

CR26 

'S MARG N HOWARD 

MARION AVE 

EVERLY, MA 01915 • 


MS KATHY DEFCO 

60 CONANT STREET 
DANVERS, HA 01923 



0000100000409233 

CR20 

0000100000511160 

Cl 

MS DAWN NORRIS 

233 DRY BRDG ROAD 
WESTFIELD, MA 01085 


MS BERNICE GIGNOLI 

807 LIBERTY STREET 
SPRINGFIELD, MA 01104 


0000171261787377 

CR03 


Cl 

MS MARY RAVELLI 

84 DORCHESTER STREET 
WORCESTER, MA 01604-4423 


MS CATHY WOZNIAK 

5 COLDSPRING ROAD 
HOLLISTON, MA 01746 


0000153281522984 

CR95 

0000100002133989 

Cl 

MS DEE M LACOY 

43 BARRINGTON ST 

69 

LOWELL, MA 01852 


MS VERA FOLEY 

901 WESTERN AVENUE 

LYNN, MA 01905-2359 


0000104002336881 

CR09 

0000100175840022 

CF 

MS LISA DAIGNAULT 

24 GARDNER STREET 
NEWBURYPORT, MA 01952 


MS NANCY GRANT 

40 CABOT STREET 

SALEM, MA 01970-4642 



000100002742243 CR44 

IS MARILYN DELPRIORE 
6 PARMENTER STREET 
OSTON, MA 02113 


0000102002943839 CR19 

MS BLANCHE MYRICK 
11 NOODCLIFF STREET 
APARTMENT 407 
BOSTON, MA 02125 


0000180003145299 CRH 

MS FRANCES HELLER 
52 ZELLER STREET 
BOSTON, MA 02131 


0000100003346853 

MS SERENA URRY 

5634 SOMERVILLE AVENUE 

SOMERVILLE, MA 02143-0000 


000153003447643 CR50 

IS IMOGENE GIFFORD 
CLIFTON STREET 
PARTMENT 5 
IALDEN, MA 02148 


0000100003548631 CR66 

MS ELLA DIXON 
217 WEBSTER AVENUE 
CHELSEA, MA 02150 


0000100200139630 CR34 

MS MARIETTA E CURTO 
21 NELSON STREET 
APARTMENT A 
QUINCY, MA 02169-4806 


0000153^35026884 CR 

MS EMILY SPARRELL 
37 BEACH ST 
2L 

WOLLASTON, MA 02170-2813 


000113003952521 

CR48 

0000109004053558 

CR25 

0000105004356686 

RR05 

0000100004458616 

IS KARSTYNA BARCZUK 

3 FAXON ROAD 

lORTH QUINCY, HA 02171 

8<^C£0C£9S 


MS MARY SIMMONS 

16 THORNDIKE STREET 
ARLINGTON, MA 02174 


MS CAROLYN BEELAL 

232 LAKESIDE ROAD 
APARTMENT 38 

HANSON, MA 02341 


MS NANCY REED 

8 LEWIS STREET 
PLYMOUTH, MA 02360 

060135004064437 

CR07 

0000180004965778 

CR63 

0000100005067796 

CR05 

0000180005169859 

S 01AMCHE SIlVIIRA 

57 GREEN SIREET 


MS THERESA SYLVIA MS DEBORAH L LSILVA 

49 ALDEN PLACE 58 MOTT STREET 

Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


MS LOUIS ISGUR 

8 SACHEM ROAD 


CR 


RR 




Attachment 6 
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Attachment* 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023454 




0000102232992168 CR13 

NS BECKY GRAHAM 
1913 E ORANGEBURG AVE 
MODESTO, CA 95355 


0000100190826469 

MS JULIA ADOMINGUEZ 
1999 ST F 
APARTMENT H 

ARCATA, CA 95521-5635 


0000104227021565 RR09 

MS DENISE D RODGERS 

16833 BRAC PLACE 

GRASS VALLEY, CA 95949-9284 


0000113167342162 BOOl 

MS SHELLEY SKAGGS 

323 KAM HIGHWAY PO BOX 1 

LA1E, HI 96762-0000 


0000102256951702 CR02 

MS MARLENE D KELLY 
9256 S. E. MILL ST 
PORTLAND, OR 97216 


0000104169303815 HC37 

MS JEANETTE PIERSALL 
54461 HUNTINGTON ROAD 
BEND, OR 97707 


•0000100211065717 CR88 

MS DEBRA J BEATY 
2809 FOREST VIEW DRIVE 
EVERETT, WA 98203-6938 

-000010019)340237 CR10 

MS LAURA REEDJREED 

/■<*%* * <t*t r> #-» r"» -*- • <»»•*-* • •»*—•••«»— 


0000104226711166 CR50 

MS ROBERTA R BERGE 
290 HARVEST LANE 
APARTMENT 71 

SANTA ROSA, CA 95401-9057 


0000100166119212 CR07 

MS RITA RANKIN 
745 YOLO STREET 
BRODERICK, CA 95605 


0000180196281620 RR14 

MS ELNORA APPUHN 
10101 TIMBERLAND DRIVE 
APARTMENT 81 

GRASS VALLEY, CA 95949-9150 


0000100191039633 

MS DORIS JOFFNER 
347 NE NENE 
APARTMENT 20TH 
HILLSBORO, OR 97124-3522 


0000100168689048 RR06 

MS HAZEL BARRTLETT 
8782 NE UMATILLA STREET 
SALEM, OR 97305 


0000100260830966 CR14 

MS ELSIE M RYDER 
1120-5TH AVE S APT 2 
EDMONDS, WA 98020 


0000159170426526 RR01 

MS DOLLY HOLTZWORTH 
1530 NE 148TH STREET 
APARTMENT 2 
ARLINGTON, WA 98223 


0000102165915103 

MS LINDA L WILCOX 
2109 LENA PLACE 
SANTA ROSA, CA 95407 


0000100166425106 

MS PATTY PEARCE 

537 0 STREET 

RIO LINDA, CA 95673 


0000104167138544 

MS SYLVIA S STILES 
PO BOX 314 

CENTRAL VALLEY, CA 96019 


0000177281022984 

MS JENNIFER A GILBERT 

930 NW 25TH PL 

414 

PORTLAND, OR 97210 


0000107168997453 

MS ALICE JTURNER 
718 SOUTH 1ST STREET 
COTTAGE GROVE, OR 97424 


0000100169917430 CR09 

MS GEORGIA CARDEN 
4532 SOUTH 15TH AVENUE 
SEATTLE, WA 98108 


0000100170528473 RR01 

MS BEVERLY WAGNER 
5703 NE 66TH AVENUE 
MARYSVILLE, WA 98270 


0000100171039637 


CR42 0000100166017275 

MS MELINDA MYERS 
219 CLARA AVENUE 
UKIAH, CA 95482 


CR04 0000177166731048 

MS DELORIS D MARSHALL 
6105 44TH STREET 
APARTMENT 22 

SACRAMENTO, CA 95824-3829 


BOOS 0000105167240461 

MRS LANI SVANNATTA 
919 KAONOHI STREET 
AIEA, HI 96701-0000 


CR13 0000174168165861 

MS BERNICE MUSGRAVE 
846 NE LIBERTY STREET 
PORTLAND, OR 97211 


CR02 0000104169201811 i 

MS APRIL MOORE 
118 ELWOOD LANE 
CAVE JUNCTION, OR 97523 


0000104276222981 ' 

MS TINA STEENBERG 
6019 32ND AV SW 
SEATTLE, WA 98126 


0000100170733404 

MS MISSIE SEWELL 
PO BOX 1217 
POULSBO, WA 98370 


0000121237632736 ' 

MRS BETTY l IRC 


0000134170937111 CR10 

tSoWWSYhflt)^-://www,industrydocumertfi.ij^?liluWi5i?i/zjmlOOOO 
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REPORT NO. MDDR50AA DIRECT MARKEi.lQ GALLEY REPORT 02/02/90 

PROGRAMi 99102 PHASEi Z CELL N0< 01 C0UNT/PULL2 - LISA G 
VENDORi J01 NAMEt JOHNSON « QUIN 


---- 


FULL NAME . 

. ADDRESS 1 

ADDRESS 2 


CITY 

ST 

ZIP 

MS 

MICHELLE 


TOUZA 

19 EAST 57TH STREET 



NEW YORK 

NY 

10022 

MS 

ANDREA 


MALLAS 

351 EAST 04TH STREET 



NEW YORK 

NY 

10020 

MS 

BARBARA 


PENA 

613 WEST 173RD STREET 

APARTMENT 

1J 

NEW YORK 

NY 

10032 

MS 

MARY 


PRATT 

2120 MADISON AVENUE 



NEW YORK 

NY 

10037 

MS 

LINDA 


TRACHTE 

332 EAST 95TH STREET 

APARTMENT 

20 

NEW YORK 

NY 

10120 

MS 

DANNY 


VIALE 

39 CUBA AVENUE 



STATEN ISLAND 

NY 

10306 

MS 

ANDREA 


GRADY 

06 LAREDO AVENUE 



STATEN ISLAND 

NY 

10312 

MS 

SANDRA 


WALBURGER 

483 NORTH GANNON AVENUE 



STATEN ISLAND 

NY 

10314 

MS 

GHEN 


MORRIS 

2200 TIEBOUT AVENUE 



BRONX 

NY 

10457 

MS 

DONNA 


SERIO 

2911 WELLMAN AVENUE 



BRONX 

NY 

10461 

MS 

ELAINE 


MANSBACH 

3535 KINGS CL6 PLACE 



BRONX 

NY 

10467 

MS 

MARY 


URBINELLI 

37 NORTH 5TH AVENUE 



MOUNT VERNON 

NY 

10550 

MS 

MARIAN 


WEBER 

11 MONROE PLACE 



PORT CHESTER 

NY 

10573 

MS 

WENDY 


LOFFREDO 

813 PALISADE AVENUE 



YONKERS 

NY 

10703 

MS 

MATILDA 

M 

SARA 

38 OLDMIDDLETOWN ROAD 



NEW CITY 

WY 

10956 

MS 

MARY 

A 

KLINGMAN 

21 ELISE DRIVE 



SPRING VALLEY 

NY 

10977 

MS 

JANICE 


SILVERT 

206 HEATHCOTE ROAD 



FLORAL PARK 

NY 

11003 

MS 

RENEE 

J 

DAIGNEAULT 

40 DUNES LANE 



PORT WASHINGTON 

NY 

11050 

MS 

JOYCE 


DUCKERSON 

1355 BERGEN STREET 



BROOKLYN 

NY 

11213 

MS 

CAROL 


FIELDS 

29 WEST AVENUE 

APARTMENT 

3D 

BROOKLYN 

NY 

11224 

MS 

GERALDINE 


JENSEN 

7618 11TH AVENUE 



BROOKLYN 

NY 

11220 

MS 

HARINA 


SMIKUN 

26 PARSONS BOULEVARD 

APARTMENT 

SC 

FLUSHING 

NY 

11357 

MS 

EVELYN 


HOYER 

51 KETCHAM 



FLUSHING 

NY 

11373 

MS 

RACHEL 

D 

AGUILA 

1071 LINDEN ST APT 1L 



FLUSHING 

NY 

11385 

MS 

LUCY 


VELLUCCI 

37 RAU COURT 



JAMAICA 

NY 

11414 

MS 

MARILYN 


FRIGENTI 

25315 149TH AVENUE 



JAMAICA 

NY 

11422 

MS 

CLAUDIA 


60HEZ 

8977 215TH PLACE 



JAMAICA 

NY 

11427 

MS 

ROBIN 


GOULD 

23 EAST AVENUE 



GLEN COVE 

NY 

11542 

MS 

SUSAN 


COSGROVE 

12 THOREAU RD 



NORTH BABYLON 

NY 

11703 

MS 

ROSE 


GENTILE 

1089 HYMAN AVENUE 



BAY SHORE 

NY 

11706 

MRS 

LUCY 


LOPEZ 

395 SPUR DR N 



BAY SHORE 

NY 

11706 

MS 

MICHELE 


BAHAGLIE 

3 HAMPDEN ROAD 



COPIAGUE 

NY 

11726 

MS 

FRANCES 


ACCARD 

03 KEANE LANE 



EAST NORTHPORT 

NY 

11731 

MS 

LINDA 


DAVIS 

37 BROWNING DRIVE 



GREENLAWN 

NY 

11740 

MS 

MARY 


FROEHLICH 

75 SHOREHAM DRIVE 



HUNTINGTON STAT 

NY 

11746 

MS 

PEG 


MULLER 

2649 UNION BOULEVARD 



ISLIP 

NY 

11751 

MS 

LISA 


CLARK 

334 LAKELAND AVENUE 



SAYVILLE 

NY 

11782 

MS 

JOAN 


MCFADDEN 

PO BOX 252 



JAMESPORT 

NY 

11947 

MS 

MARGARET 


REITZ 

59 CONCORD ROAD 



SHIRLEY 

NY 

11967 

MS 

MARILYN 

J 

BURDEN 

0262 HAMPTON ROAD 



SOUTHAMPTON 

NY 

11968 

MS 

CINDY 


OLDER 

RURAL ROUTE 1 



BALLSTON SPA 

NY 

12020 

MS 

LILLIAN 


VDENBURG 

PO BOX 213 



EAST GREENBUSH 

NY 

12061 

—MS 

MALCOLM 


MCMARTIN 

0 WOODLAND DRIVE 



JOHNSTOWN 

NY 

12095 

MS 

MELANIE 


RICHTER 

PO BOX 12 



ALBANY 

NY 

12201 

MS 

EDNA 


MBAIMMBAIM 

RURAL ROUTE 3 



SCHENECTADY 

NY 

12306 

MS 

LOIS 


BRUNO 

19 EAGLE STREET 



SCHENECTADY 

NY 

12307 

MS 

SALLY 


UTTER 

PO BOX 6064 



KINGSTON 

NY 

12401 

MS 

DIANE 


NEAL 

RURAL ROUTE 1 PO BOX 303 



ULSTER PARK 

NY 

12407 

MRS 

KAY 


HEPBURN 

20 NOTT PL 



NEWBURGH 

NY 

12550 

MS 

LINDA 


GREGORY 

RURAL ROUTE 22 



WASSAIC 

NY 

12592 

—MS 

FLORENCE 


WHITE 

255 MAIN STREET 

APARTMENT 

19 

CORINTH 

NY 

12822 

*MS 

DFMIE 


RECUPARO 

5502 FORTUNA PARKWAY 



CLAY 

NY 

13041 

HS 

fHVLIS 


ANGUS 

PO BOX 26 



OWASCO 

NY 

13130 




DCSOSDQS, 
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SYNOPSIS OF CHANGES TO CHAPTER TWO 


DATA TYPE COPES 

• The following changes have been made to data type codes "T" and "U": 

T = Telemarketed responders and phone numbers only 

U = Cannot be used by Telemarketing suppliers to identify deceased people 

.GENERAL KEYING_RULES AND REQUIREMENTS 

• While the field numbers may have changed for several field descriptions, the 
positioning of the Core Data has not, except to reflect the addition of new questions (see 
attached). 

• The OCR code algorithm should be checked at the data entry stage and when the 
response tape is being generated. 

• If the last name of an "Other Name in Household" record is the same as the primary 
responder, the address should be "duped" in to the address field of the "Other Name in 
Household". 

• Suppliers need to forward brands not on the brand master report to the Agency on a 
monthly basis. These reports should be sent to Ms. Jennie Clark. 

• The Offer Code and Merchandise Code have been collapsed (i.e.. Merchandise Code no 
longer exists). 

• "Share of Purchase" (field 56-75) has revised positioning. Note that specific keying 
instructions may be issued where the "filler" positions (333-338) would be populated. 

• "Signature Present" (field 136) should not be populated for "Other Name in Household" 
if the question is not asked. 

• Additional allowable values have been added for the "White Mail Indicator" field 
(#151). 

• Positioning has been revised for the "Location of Purchase" question (field #152). 

TAPE TRANSMITTAL 

• A copy of the transmittal sheet must accompany tape reports to the Agency. The form 
has also been revised. 

• Each tape, regardless if it is part of a multi-volume dataset, needs to have a unique 
volume serial number. Volume serial numbers need to remain unique for one year. 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023459 




Chapter 2: Database Input 

This Chapter describes information about and the procedures for: 

o Keying Instructions and Standards 

o Required Reporting for Input Data 

o Tape Generation, Schedule and Transmittal 

o Retention of Data 

Attachments to this chapter include: 

o Master Brand Code Table 

o Master Sports and Activities Table 

o Keying Instructions Sample 

o Sample Forms 

-- Supplier Set-up/Change 
-- Tape Return Transmittal Sheet 
-- Undeliverable Mail Transmittal 
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Philip Morris Direct Marketing 

Database Input Requirements 


Introduction 

All Suppliers must provide input to the Philip Morris Direct Marketing 
Database in the same format regardless of the kind of program or source 
document being handled. This Requirements Document provides all of 
the information necessary for a Supplier to set-up systems and processes to 
correctly key and transmit data to the Database. 

This Requirements Document is divided into the following nine parts: 

Instructions for Specific Programs 
Definitions of Core and Supplementary Data 
General Keying Instructions and Requirements 
OCR Mod 10 Check Digit Calculation 
Field-Specific Processing and Editing Requirements 
Input File Data Type Coding 

Input File Format - Including Allowable Values by Field 
Input Data Reporting Requirements 
Schedule and Tape Transmittal 

Instructions for Specific Programs 

This Database Input Requirements document describes the minimum re¬ 
quirements for Suppliers to follow when handling data entry for any PM 
program. As such, it represents the starting-point from which all 
Suppliers should build in handling a specific program. 

Program-Specific Keying Instructions will be issued for individual pro¬ 
grams upon supplier selection. These instructions will include: 

Program-Specific Coding (e.g. Program #, Media Codes, etc.) 
Confirmation of the Fields to be Keyed 

Description of Supplementary Data Requirements (see definition 
below) 

Sample Source Document(s) 

Tape Transmittal Forms 

The combination of requirements in this document and the Program- 
Specific Instructions represent what Philip Morris expects from the select¬ 
ed supplier and will be the basis upon which we will evaluate supplier 
performance. 
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A. Keying Instructions and Standards 


The most important part of building and maintaining a database of 

the highest quality is strict adherence to the data entry Keying 

Instructions and Standards. In this section we will review: 

Database Input File Data Types 
General Keying Rules and Requirement 
Database Input File Format 
OCR Check Digit Algorithm 

Database Input File Data Types 

All Suppliers who provide input data to the Direct Marketing System must furnish 
the data in the same format, regardless of the kind of program or source document 
being handled. In order to distinguish among the various kinds of programs and 
data which might be included in an input file, the Data Type field has been created. 
The following are the only acceptable codes for that field and their associated de¬ 
scriptions. The data type code that should be used for a specific program will be spec¬ 
ified on the keying instructions: 

Code tks.crip.tiQn 

C Control Record - This data type code will be used by all Suppliers 

to identify the last record for each data set. (See Tape Generation, 
Schedule and Transmittal section later in this chapter.) 

N New Names - This is a code used internally at Philip Morris to 

identify, for the system, names which have been purchased for 
addition to the database. No suppliers will use this data type 
code . 

O Redeemers - This data type code identifies the data as a coupon 

redemption. It is to be used exclusively by the Promotional 
Services Center and for coding coupons that contain an OCR 
code only . (This code cannot be used if any other information 
needs to be captured from the coupon.) 

Q Corporate Requalification Response - This data type code will be 

used by those suppliers keying responses to Corporate 
Requalification efforts only . 

R Responders - This data type code will be the most commonly 

used by all Suppliers and identifies the data as being a response, 
typically to a brand program. 
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A. Keying Instructions and Standards (cont’d.) 

Database Input File Data Types (cont’d.) 

Code Description 

F Complied Responder - This data type code identifies responders 

who needed to take additional action to comply with the pro 
gram for fulfillment. 

Code Description 

W White Mail Responder - This data type code will be used by sup¬ 

pliers when keying OCR coded responses that are deletes, de¬ 
ceased, quitters or non-smokers that have been received as white 
mail. See Chapter 10 for more information on White Mail 
Procedures. 

T General Telmarketing - Besides telemarketed responders, this 

code can also be used by suppliers sending only telephone num¬ 

bers to the database. 

U Undeliverable Mail - This data type code will be used by 

Suppliers to identify mail returned by the Post Office (See 
Chapter 4 for handling procedures). 

Correct data type coding by Suppliers will enable the Richmond Data Center to apply 
the appropriate processing for the data provided. Incorrect coding of this field will 
result in errors on the database and/or file rejection prior to an update. 

General Keying Rules and Requirements 

There are a number of general rules and requirements for Suppliers providing data 
for input to the Direct Marketing System. It is essential that all of these rules, as 
well as rules and requirements which are provided for specific programs, are fol¬ 
lowed. 


1. In fields designated as character (Char), all data is to be left justified. 
Only upper case characters or numbers that will not be used for calcula¬ 
tions on are permited. If upper and lower case characters are keyed for 
fulfillment imaging purposes, they must be converted to upper case 
prior to shipment to Richmond. 

2. In fields designated as numeric (Num), only numeric data is acceptable. 
That data should be right justified and high order zero filled. For ex¬ 
ample, field 154 of the Control Total record (Data Type Q is the Total 
Record Count field and is 8 numerics long. If 100,000 records are on the 
tape, that field would read - 00100000. 
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A. 


Keying Instructions and Standards (cont’d.) 


General Keying .Rules and Requirements (cont’d.) 

3. All fields, whether designated character or numeric, for which data is 
not present must be populated with BLANKS or SPACES. For exam¬ 
ple, if a consumer has not provided a response, or the question has not 
been asked on the survey, these fields should be blank filled. However, 
if a question is asked on a survey/order form and the consumer gives 
an "unallowable" response, code the answer as a "U". Allowable re¬ 
sponses/values are detailed later in this chapter 

4. No punctuation of any sort is permitted in any name or address field 
except in the case of apostrophized or hyphenated last names, (e.g. 
O'Connor or Trent-Jones) 

5. The OCR ModlO Check digit must be keyed and then checked for cor¬ 
rectness by applying the check digit algorithm at the time of data entry 
and at the time of tape generation (see Pages 2.6- 2.8). If the keyed check 
digit does not agree with the calculated check digit, the entire OCR 
Code must be reviewed /rekeyed. This procedure must continue until 
the keyed check digit agrees with the calculated check digit. 

If any problems are encountered, the Supplier should set the document 
aside and attempt the same process with another document. If the 
same problem occurs, the Supplier should cease keying immediately 
and contact Philip Morris Direct Marketing or the responsible agency. 

This procedure is essential for Database integrity and therefore any fail ¬ 
ure to comply with this requirement could result in immediate termi¬ 
nation of a supplier's services . 

6. All dates are to be keyed in the format CCYYMMDD. Example: March 
15,1993 would be keyed 19930315. 

7. Birth dates are to be keyed following the rule described above. If a re¬ 
sponder does not provide a year of birth then do not key any part of 
birth date provided. If the responder provides only the year of birth 
then key 07 as the default month and 01 as the default day of birth. If a 
responder provides year and month then default day to 01. 

8. Addresses are to be keyed in the Current Address fields. If a responder 
to a database mailing has indicated an address change, the entire old ad¬ 
dress is to be keyed in the Previous Address fields and the entire new 
address is to be keyed in the Current Address fields. 

A company name may be keyed in address line 2 of either the Current 
Address or the Previous Address fields. 


Philip Morris U.S.A Direct Marketing System 

Chapter 2: Database Input 11/1/93 Page 2.5 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023464 




A. Keying Instructions and Standards (cont’d.) 

General Keying Rules and Req uirements fcont’d.) 

9. Names provided by responder's as additional names of smokers over 
21 years old in the household must be keyed as separate records with 
complete information, including all of the address fields. A separate 
program number will be provided for such additions to the Database. 

If the last name of the "other name in household" is the same as the 
responder's, assume that the additional name has the same address as 
the responder. (The address should be " duped in" to the "other name 
in household" record.) 

Although these names will not be used until we have received posi¬ 
tive confirmation that the additional name provided is over 21 years 
old and interested in receiving information about cigarettes through 
the mail, this has proven to be a very valuable name generation 
source. 

10. If more than one regular brand is provided in answer to the regular 
brand question, record the first brand in Regular Brand field (# 41) and 
the second brand in the first field of Consideration Set (Field # 77). 

If brand names are given that are not on the current brand code table 
(i.e., "unknown"), the supplier must retain a list of these brands and 
forward to the responsible Agency on a monthly basis. The "un¬ 
known" brand should be coded under the allowable value for "un¬ 
known" brand (i.e., 000; see Brand Code Master Table in appendix.) 

OCR Mod 10 Check Digit Calculation 

OCR Codes are sixteen (16) character codes which are used exclusively for Database 
generated programs. OCR Codes are not used for media generated programs. OCR 
Codes have two critical functions. First, they uniquely identify the individual per¬ 
son on the database. This is crucial for purposes of correctly posting response data. 

Second, they serve as a means of identifying a program number and coupon value 
for coupon keying purposes. 

The OCR Code MOD 10 Check Digit is an essential part of maintaining Database in¬ 
tegrity. It is used to verify that the first fifteen (15) characters of the OCR Code have 
been keyed correctly by data entry suppliers. 
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A. 


Keying Instructions and Standards (cont’d.) 

OCR ModlO.Check Digit Calculation (contM.) 

The following is the algorithm which is to be applied when checking the keyed 16th 
character of the OCR code. As previously stated, the entire 16 digit OCR code must 
be keyed. This algorithm is to be applied as a means of ensuring accurate keying. 

Follow this procedure to validate the accuracy of the keyed OCR code: 

1. Key the entire 16 character OCR Code. 

2. Multiply the values in the odd positions (1,3,5,7,9,11,13,15) by 2 

Multiply the values in the even positions (2,4,6,8,10,12,14) by 1 . Do not 
include the value in position 16 in this multiplication. 

Any two-digit result should be added together to create a one-digit 
number For example, position 13 below is 6 X 2 = 12,1 + 2 = 3. 

3. Sum the results of the individual multiplications. 

4. Subtract the sum (3 above) from the next highest decile. The result of 
this subtraction is the check digit. 


The following is an example of the application of the algorithm: 


Position 

1 

2 

5 

4 

5 

5 

7 

5 2 

12 

11 

12 IS 14 

15 15 

OCR Code = 

1 

1 

0 

0 

4 

0 

0 

9 9 

4 

0 

9 6 6 

6 6 

Multiply By 

2 

1 

2 

1 

2 

1 

2 

1 2 

1 

2 

1 2 1 

2 

Result = 

2 

1 

0 

0 

8 

0 

0 

9 IS 

4 

0 

9 12 6 

12 

Add Double 













Digits 

Together 

2 

1 

0 

0 

8 

0 

0 

9 2 

4 

0 

9 2 6 

5 

Sum this 

2 + 

1 

+ 0 

+ 0 

+ 8+0 

+ 0 

+ 9+9 

+ 4 

+ 0 

+ 9+3+6 

+ 3 = 54 


Subtract this 
result from 
the next highest 

decile to get the Check Digit* 60 - 54 = 6 
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A. Keying Instructions and Standards (cont’d.) 

OCR Mod 10 Check Digit Calculation (cont'd.) 

•IMPORTANT: Should the sum of numbers be 90 or above, the result should not 
be subtracted from the next highest decile ( 100 ). Instead, the second digit of the 
number becomes the check digit. Example: 

Sum this 2+4 + 6 + 8 + 8 + 8 + 9 + 9 + 9 + 9 + 4 + 4 + 3 + 6 + 3=92 

Check Digit= 2 

Compare this Check digit with the keyed check digit. If they do not agree, rekey 
the OCR Code and repeat the algorithm to confirm the newly keyed check digit 


If any problems are encountered, the Supplier should set that document aside and 
attempt the same process with another document. If the same problem occurs, the 
Supplier should STOP KEYING ALL RESPONSES TO THE PROGRAM AND IMME¬ 
DIATELY CONTACT THE RESPONSIBLE AGENCY OR PM DIRECT MARKETING 
IN NEW YORK. 

As previously stated, this procedure is critical to the integrity of the Database. Any 
failure to comply could result in immediate termination of a Supplier's services to 
Philip Morris. 
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A. Keying Instructions and Standards (cont’d.) 

Field-Specific Processing and Editing Requirements 

In addition to the General Requirements outlined above, there are a number of data 
fields that require special handling, processing or editing, which are outlined below. 

PLEASE NOTE THAT SUPPLIERS MUST ENSURE THAT ONLY ALLOWABLE 
VALUES ARE PRESENT ON ALL TAPES BEFORE THEY ARE SENT TO THE 
DATABASE. THIS INCLUDES HEADER AND TRAILER LABELS. 


Field Field 

£ Name Special Processing or Editing 

10+11 Title and First Name Reject Document if both of these fields are 
blank. 


14 Last Name 

19 Date of Birth 


26+27 Previous Address 


33+34 Current Address 
Lines 1 and 2 


Reject Document if this field is blank. 

Key verify this field. There are two acceptable 
means of key verification. 1) The operator keys 
the field "blind" (i.e., the operator cannot see 
what is being keyed) and then keys the informa 
tion a seond time with the data displayed. Or, 

2) the survey is passed on to a second operator 
and the information is keyed a second time. 

This field is to be used for address changes only. 
As a general rule, house number, street direction 
and street name should be keyed in Address 
Line 1 (field 26). If an apartment, suite or lot 
number is present key it in Address Line 2 
(field 27) . If a RR or RFD number is the only 
information present, key in Address Line 1 
(field 26) otherwise key in Address Line 2 
(field 27). A company name may be keyed in 
Address Line 2. 

As a general rule, house number, street direc¬ 
tion and street name should be keyed in Address 
Line 1 (field 33). If an apartment, suite or lot 
number is present, key it in Address Lines 2 
(field 34). If a RR or RFD number is the only 
information present, key in Address Line 1 
(field 33) otherwise key in Address Line 2 
(field 34). A company name may be keyed in 
Address Line 2. 
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A. Keying Instructions and Standards (cont’d.) 

Field-Specific Processing and Editing Requirements (cont'd.) 


Field 

Field 


£ 

Name 

Special Processing or Editing 

41 

Regular Brand 

Key verify this field. There are two acceptable 


means of key verification. 1) The operator keys 
the field "blind" (i.e., the operator cannot see 
what is being keyed) and then keys the informa 
tion a seond time with the data displayed. Or, 

2) the survey is passed on to a second operator 
and the information is keyed a second time. 

When keying brand, allow for input of first 
three or four letters of brand name. System to 
respond with full brand name and operator is to 
verify. If more than one brand name has the 
same first three or four characters 
(e.g. Cambridge and Camel), system should list 
all brand names that share those three characters 
and the operator is to choose one. 

An operator may not memorize brand codes. 

On output, convert the three or four character 
alpha field to a three character alpha/numeric 
field based on the conversion table provided in 
the appendix. 

If brand name is not on the brand master table, 
this brand should be added to the monthly re 
port which lists brands not on the brand master 
table. 

58-95 Share of Purchase and Process the brand choices and brands considered 
Consideration Set fields the same as regular brand above. These 

fields do not need to be key verified. 
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A. 


Keying Instructions and Standards (cont’d.) 


Field-Specific Processin g and Editing Requirements (con^d.) 

Field Field 

£ N.am.e Special Processing or Editing 

96-135 Sports and Activities These sets of lifestyle questions are asked as 

"Check All Appropriate"answers. The options 
that can be checked will not, for creative reasons, 
have codes next to them. It is up to the supplier 
to key these responses in whatever fashion is 
easiest. What is required for input to the 
Database are alpha/numeric codes for Sports and 
alpha/numeric codes for Activities which can be 
found in the appendix. 

136 Signature Present Flag Key verify this field. This field must be popula¬ 

ted with a Y if the signature appears on the docu¬ 
ment or an N if there in not signature. This 
field should be left blank if the question is not 
asked (i.e.. Other Smokers in Household). 

An edit must be installed that will prompt a 
data entry operator to verify (by looking at docu¬ 
ment) if a frame number has not increased by 
one digit (or two if filming two-sided) when 
keyed. This is to ensure that we do not skip 
index numbers while keying. A frame number 
could be out of sequence, however, in the event 
of a refilmed document. 

This field should be populated when 'Ethnic 
Background' is asked on a survey. When a con 
sumer responds to the 'Ethnic Background' ques 
tion (field 18), ethnic source (field 149) should be 
populated with an "S". These instructions will 
be reiterated with program keying specifications. 

151 White Mail Indicator It is imperative that white mail (consumer 

correspondence other than survey/order form 
response) be handled per the procedures 
outlined in Chapter 10. 


144 Microfilm Index 
Number 


149 Ethnic Source 
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A. Keying Instructions and Standards (cont’d.) 

Database Input File Format 

As previously stated, all Suppliers will provide input to the Database in the same 
format regardless of the kind of program or source document being handled. The 
following format is designed to accommodate all the different data which might be 
captured on the Database for a given program. Allowable values for data in each 
field are detailed in the Appendix. 

There are two general categories of data which are specified in the following format. 
They are: 

Core Data This data is made up of the fields specified from 

Field 1 through Field 154. Core Data will not 
change from program to program. The location 
and the required processing of those fields will re¬ 
main the same for every PM program. 

Given this fact. Suppliers are required to set the 
programming for these fields up in a fashion which 
will allow for repetitive use over time. PM will 
specify a testing process in conjunction with 
Suppliers to ensure that Core Data is being pro¬ 
cessed and delivered correctly. 

Modifications of or changes in the processing re¬ 
quirements for Core Data will be conveyed through 
revisions of this document. Such revisions will be 
issued to all suppliers. In order to ensure that you 
are complying with the current Database Input 
Requirements, the Version# and Date will be pro¬ 
vided with the Program-Specific Keying 
Instructions issued for individual programs. 

Supplementary Data This is data which is unique to individual pro¬ 
grams, which typically is not captured on the 
database but may be requested from the supplier at 
a later date to be used for research purposes. 

Supplementary Data requirements (allowable val¬ 
ues for the various supplemental fields) will be 
provided in the Program-Specific Keying 
Instructions issued at the time of Supplier 
Selection. In addition to specifying data to be keyed, 
additional Input Data Reports (see following for de¬ 
scription) may be required and will be described. 
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A. Keying Instructions and Standards (cont’d.) 

Database Input File Format (cont’d.l 

This distinction is an important one because PM expects its Suppliers to ensure that 
Core Data is provided to the Database in a consistent manner. PM will specify a test¬ 
ing process for Core Data and Suppliers will have to successfully complete the test¬ 
ing before they will be eligible to receive an assignment and/or begin data entering a 
specific job that has been awarded. 

Allowable values for data fields can be found on the following pages. Every effort 
will be made to highlight changes on specific keying instructions, however it is the 
Su pplier's responsibility to ensure that the most up-to-date values are being used for 
validation during data entry . Every field must be "bumped up" against a validation 
table to insure that allowable values are present when outputting data to tape. 

The following format is to be provided and specified field edits performed for each 
PM program: 
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A. Keying Instructions and Standards (cont’d.) 


Database Input File Format (cont 
Field Start End 

£ Position Position Length 

IsU 

Data 

Type 

Data 

Description 

1 

001 

003 

3 

Char 

Supplier Code 

This is a unique, permanently 
assigned number which will 
be confirmed in Keying 
Instructions 

2 

004 

004 

1 

Char 

Data Type Code 

See Discussion on Page 2.3 

3 

005 

009 

5 

Num 

Program Number 

Issued with Program- 
Specific Keying 

Instructions 

4 

010 

010 

1 

Char 

Program Phase 

Issued with Program- 
Specific Keying 

Instructions 

5 

011 

013 

3 

Num 

OCR Mail Code 

6 

014 

015 

2 

Num 

OCR Cell Number 

7 

016 

017 

2 

Num 

OCR Unique I.D. 

8 

018 

025 

8 

Num 

OCR Name Control Number 

9 

026 

026 

1 

Num 

OCR MOD10 Check Digit 

See above for procedure 
and algorithm. 

10 

027 

029 

3 

Char 

Title - No Punctuation 
Allowable Values: 

Mr 

Mrs 

Ms 

Dr 

Rev 

11 

030 

044 

15 

Char 

First Name 

No Punctuation 
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A. Keying Instructions and Standards (cont’d.) 

Database Input File For mat (cont’d.) 


Field 

£ 

Start End 

Position Position 

Length 

12 

045 

045 

l 

13 

046 

046 

l 

14 

047 

071 

25 

15 

072 

074 

3 


16 075 077 3 

17 078 078 1 


18 079 079 1 


19 080 087 8 


Data 

Data 


Description 

Char 

Middle Initial 

Char 

BLANK (Filler) 

Char 

Last Name - Apostrophized 
or Hyphenated last names 
are allowed 

Char 

Generation Suffix - No 
Punctuation 


Allowable Values: 

Jr 

Sr 

I 

n 

m 

IV 

Char Professional Title - (e.g. MD, 

PhD, etc.) 

No Punctuation 

Char Gender 

Allowable Values: 

M = Male 
F = Female 
U = No Answer 

Char Ethnic Background 

Allowable Values: 

A = Asian 

B = African-American 
H = Hispanic 
W = Caucasian 
O = Other 
U = Unknown/ 

Multiple Answers 
Checked 

N u m Date of Birth - CCYYMMDD 

Key Verify 
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A. Keying Instructions and Standards (cont’d.) 
Database Input File Format (cont’d.) 


Field 

Start 

End 


Data 

Data 

£ 

Position Position 

Length 

Ij32£ 

Description 

20 

088 

090 

3 

Num 

Area Code 

21 

091 

097 

7 

Num 

Phone Number 

22 

098 

098 

1 

Char 

Marital Status 


Allowable Values: 

D = Divorced/Separated 
M = Married 
S = Single 
W = Widowed 
U = Unknown/ 

Multiple Answers 
Checked 

23 099 099 1 Char Education Level 

Allowable Values: 

B = Attended Elem. 

C = Some H.S. 

D = H.S. Grad. 

E = Some College 
F = College Grad. 

G = School Beyond 
College 

U = Unknown/ 

Multiple Answers 
Checked 


24 

100 

100 

1 

Char 

Occupation 

See Appendix 

25 

101 

101 

1 

Char 

Smoker Indicator 






Issued with Program- 
Specific Keying 
Instructions 

26 

102 

131 

30 

Char 

Previous Address Line 1 






See above for discussion 
of address blocks 

27 

132 

161 

30 

Char 

Previous Address Line 2 

28 

162 

189 

28 

Char 

Previous City 
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A. Keying Instructions and Standards (cont’d.) 

Database Input File Format (cont’d.) 


Field 

£ 

Start End 

Position Position 

Length 

29 

190 

191 

2 

30 

192 

196 

5 

31 

197 

200 

4 

32 

201 

201 

1 

33 

202 

231 

30 

34 

232 

261 

30 

35 

262 

289 

28 

36 

290 

291 

2 

37 

292 

296 

5 

38 

297 

300 

4 

39 

301 

301 

1 


40 302 309 8 


41 310 312 3 


Data 

Data 


Description 

Char 

Previous State 

Num 

Previous Zipcode 

Num 

Previous Zipcode Extension 

Char 

Previous Address Status 
(Undeliverable Return Code) 
See Chapter 4 

Char 

Current Address Line 1 

Char 

Current Address Line 2 

Char 

Current City 

Char 

Current State 

Num 

Current Zipcode 

Num 

Current Zipcode Extension 

Char 

Household Income 


Allowable Values: 

A = Less Than $10,000 
D = $10,000 - $19,999 
H = $20,000 -$29,999 
L = $30,000 - $39,999 
P = $40,000 - $49,999 
Q = $50,000 - $59,999 
R = $60,000 - $74,999 
S =$75,000 + 

T = $50,000 + 

U = Unknown/ 

Multiple Answers 
Checked 

N u m Date of Response - 

CCYYMMDD = Date 
Document is keyed 

Char Regular Brand 

Key Verify 
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A 


Keying Instructions and Standards (cont’d.) 


Database I nput File Format (cont’d.) 
Field Start End Data 

£ Position Position Length Type 

42 313 313 1 Char 


43 314 314 1 Char 


44 315 315 1 Char 


45 316 316 1 Char 


Data 

Description 

Length 

Allowable Values: 

N = less than 85's/Non 
Filter 

K = Regular Kings/85's 
L = Long/lOCTs 
X = Extra Long/120's 
U = Unknown/ 

Multiple answers 
checked 


Flavor 

Allowable Values: 

N = Non-Menthol 
M = Menthol 
U = Unknown/ 

Multiple answers 
checked 


Tar Level 
Allowable Values: 

M= Medium 
L = Light/Low Tar/ 

Mild 

T = Ultra Light/Ultra 
LowTar/Ultra Mild 
X = Extra Light/Extra 
Low Tar/Extra Mild 
W = Lowest (1 mg.) 

F = None (meaning 
Full Flavor) 

U = Unknown/ 

Multiple answers 
checked 

Filter 

Allowable Values: 

F = Filter 
N = Non-Filter 
U = Unknown/ 

Multiple answers 
checked 
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A. 


Keying Instructions and Standards (cont’d.) 


Database Input File Format (cont’d.) 

Field Start End Data Data 

£ Position Position Length Typ e Description 


46 317 317 1 Char Packaging 

Allowable Values: 

S = Soft Pack 
H = Hard Pack/Box 
B = Both 
U = Unknown/ 

Multiple answers 
checked 


47 318 318 1 Char Buy Kind 

Allowable Values: 

P = Pack 
C = Carton 
B = Both 
U= Unknown/ 

Multiple answers 
checked 


48 319 319 1 Char Duration 

Allowable Values: 

E = 1 Year 
F = 1 to 2 Years 
I = 2 to 3 Years 
Q = 3 to 5 Years 
X = More than 5 Years 
U= Unknown/ 

Multiple answers 
checked 


49 320 321 2 Char Media Category 

Issued with Program- 
Specific Keying 
Instructions 

50 322 323 2 Char Media Code 

Issued with Program- 
Specific Keying 
Instructions 
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A. 


Keying Instructions and Standards (cont’d.) 


Database Input File Format (cont’d.l 

Field Start End Data 

£ Eosifom Position length Typ e 

51 324 325 2 Char 


52 326 328 3 Char 


53 329 329 1 Char 


54 330 330 1 Char 


55 331 332 2 Num 


Data 

Description 
Offer Category 

Issued with Program- 
Specific Keying 
Instructions 

Offer Code 

Issued with Program- 
Specific Keying 
Instructions 
Left Justified 

Loyalty 

Allowable Values: 

A= Go to Other Store 
B = Buy Another Type 
of Same Brand 
C = Wait for Restock 
D= Buy Another Brand 
U= Unknown/ 

Multiple answers 
checked 

Coupon Usage 

Allowable Values: 

A = None 
B = 1 to 2 Times 
K = 3 to 6 Times 
T = 7 or More Times 

1 = Use any coupon 

2 = Occasionally use... 

3 = Only for Reg Brand 

4 = Never use coupons 
U = Unknown/ 

Multiple answers 
checked 

Redeemers Response Count 
For PSC Use Only. 
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A. Keying Instructions and Standards (cont’d.) 

Database Input File Format (cont’d.) 

Field Start End Data Data 

£ Position P-Q Sition .Length Type Description 


Share of Purchases 

See Appendix for Allowable Brand Codes 


56 

333 

335 

3 

Char 

Filler (Specific Instructions 
may be issued in some 
instances) 

57 

336 

338 

3 

Char 

Filler (Specific Instructions 
may be issued in some 
instances) 

58 

339 

341 

3 

Char 

Brand Choice 1 

59 

342 

344 

3 

Char 

# Packs/30 Days/Brand 1 

60 

345 

347 

3 

Char 

Brand Choice 2 

61 

348 

350 

3 

Char 

# Packs/30 Days/Brand 2 

62 

351 

353 

3 

Char 

Brand Choice 3 

63 

354 

356 

3 

Char 

# Packs/30 Days/Brand 3 

64 

357 

359 

3 

Char 

Brand Choice 4 

65 

360 

362 

3 

Char 

# Packs/30 Days/Brand 4 

66 

363 

365 

3 

Char 

Brand Choice 5 

67 

366 

368 

3 

Char 

# Packs/30 Days/Brand 5 

68 

369 

371 

3 

Char 

Brand Choice 6 

69 

372 

374 

3 

Char 

# Packs/30 Days/Brand 6 

70 

375 

3 77 

3 

Char 

Brand Choice 7 

71 

378 

380 

3 

Char 

# Packs/30 Days/Brand 7 

72 

381 

383 

3 

Char 

Brand Choice 8 

73 

384 

386 

3 

Char 

# Packs/30 Days/Brand 8 

74 

387 

389 

3 

Char 

Brand Choice 9 

75 

390 

392 

3 

Char 

# Packs/30 Days/Brand 9 
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A 


Keying Instructions and Standards (cont’d.) 


Field 

Start 

End 

HWI tVVfh 

VI ■ / 

Data 

Data 

£ 

Position Position 

Length 

im 

Descripti 



Consideration Set 



See Appendix for Allowable Brand Codes 


76 

393 

395 

3 

Char 

Brand 1 

77 

396 

398 

3 

Char 

Brand 2 

78 

399 

401 

3 

Char 

Brand 3 

79 

402 

404 

3 

Char 

Brand 4 

80 

405 

407 

3 

Char 

Brand 5 

81 

408 

410 

3 

Char 

Brand 6 

82 

411 

413 

3 

Char 

Brand 7 

83 

414 

416 

3 

Char 

Brand 8 

84 

417 

419 

3 

Char 

Brand 9 

85 

420 

422 

3 

Char 

Brand 10 

86 

423 

425 

3 

Char 

Brand 11 

87 

426 

428 

3 

Char 

Brand 12 

88 

429 

431 

3 

Char 

Brand 13 

89 

432 

434 

3 

Char 

Brand 14 

90 

435 

437 

3 

Char 

Brand 15 

91 

438 

440 

3 

Char 

Brand 16 

92 

441 

443 

3 

Char 

Brand 17 

93 

444 

446 

3 

Char 

Brand 18 

94 

447 

449 

3 

Char 

Brand 19 

95 

450 

452 

3 

Char 

Brand 20 


Sports 

See Appendix for Allowable Sports Codes 


96 

453 

453 

1 

Char 

Sports 1 

97 

454 

454 

1 

Char 

Sports 2 

98 

455 

455 

1 

Char 

Sports 3 

99 

456 

456 

1 

Char 

Sports 4 

100 

457 

457 

1 

Char 

Sports 5 

101 

458 

458 

1 

Char 

Sports 6 

102 

459 

459 

1 

Char 

Sports 7 

103 

460 

460 

1 

Char 

Sports 8 

104 

461 

461 

1 

Char 

Sports 9 

105 

462 

462 

1 

Char 

Sports 10 

106 

463 

463 

1 

Char 

Sports 11 

107 

464 

464 

1 

Char 

Sports 12 

108 

465 

465 

1 

Char 

Sports 13 

109 

466 

466 

1 

Char 

Sports 14 
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A. Keying Instructions and Standards (cont’d.) 

Database Input File F ormat (cont’d.) 


Field 

Start 

End 


Data 

Data 

£ 

Position Eflsition Length 

im 

Description 




Sports (cont'd.) 




See Appendix for Allowable Sports Codes 


110 

467 

467 

1 

Char 

Sports 15 

111 

468 

468 

1 

Char 

Sports 16 

112 

469 

469 

1 

Char 

Sports 17 

113 

470 

470 

1 

Char 

Sports 18 

114 

471 

471 

1 

Char 

Sports 19 

115 

472 

472 

1 

Char 

Sports 20 




Activities 




See Appendix 

for Allowable Activity Codes 


116 

473 

474 

2 

Char 

Activity 1 

117 

475 

476 

2 

Char 

Activity 2 

118 

477 

478 

2 

Char 

Activity 3 

119 

479 

480 

2 

Char 

Activity 4 

120 

481 

482 

2 

Char 

Activity 5 

121 

483 

484 

2 

Char 

Activity 6 

122 

485 

486 

2 

Char 

Activity 7 

123 

487 

488 

2 

Char 

Activity 8 

124 

489 

490 

2 

Char 

Activity 9 

125 

491 

492 

2 

Char 

Activity 10 

126 

493 

494 

2 

Char 

Activity 11 

127 

495 

496 

2 

Char 

Activity 12 

128 

497 

498 

2 

Char 

Activity 13 

129 

499 

500 

2 

Char 

Activity 14 

130 

501 

502 

2 

Char 

Activity 15 

131 

503 

504 

2 

Char 

Activity 16 

132 

505 

506 

2 

Char 

Activity 17 

133 

507 

508 

2 

Char 

Activity 18 

134 

509 

510 

2 

Char 

Activity 19 

135 

511 

512 

2 

Char 

Activity 20 

136 

513 

513 

1 

Char 

Signature Present Flag 

Key Verify by 2nd operator 
Must Be Populated unless 
not asked (e.g., OTHH) 

Y = Signature Present 

N = No Signature 
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A. Keying Instructions and Standards (cont’d.) 

Database input File F ormat (cont’d.) 


Field 

Start 

End 


Data 

Data 

£ 

Position Position 

Length 


Description 

137 

514 

516 

3 

Char 

Previous Brand 

See Appendix for values 

138 

517 

517 

1 

Char 

Fulfillment Indicator 
Allowable Values 

Blank = Fulfilled 

N = Not Fulfilled 

139 

518 

518 

1 

Char 

BLANK (filler) 

140 

519 

619 

101 

Char 

Supplementary Data 
(See Page 2.27) 

141 

620 

631 

12 

Char 

UPC Code 

142 

632 

641 

10 

Num 

PSC Order Number (PSC Use 
Only - for catalog orders) 

143 

642 

642 

1 

Char 

Reg. Brand Cigarette Offers 
Allowable Values: 

F = Frequently 

O = Occasionally 

N = Never 

U = Unknown/ 

Multiple answers 
checked 

144 

643 

643 

1 

Char 

Alternate Purchase 

Cigarette Offers 


Allowable Values: 

F = Frequently 
O = Occasionally 
N = Never 
U = Unknown/ 

Multiple answers 
checked 
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A. Keying Instructions and Standards (cont’d.) 


Database Input File Format (cont’d 
Field Start End 

£ Position Position Length 

145 644 644 1 


146 645 645 1 


147 646 646 1 


Data 

Data 


Description 

Char 

Preferred language for 


Reading 

Allowable Values: 

E = English 

S = Spanish 

U = Unknown/ 

Multiple answers 
checked 

Char Receive Smoker Info. 

Allowable Values: 

Y =Yes 

N = No 

U = Unknown/ 

Multiple answers 
checked 

Char Protecting Smoker Rights 

Allowable Values: 

Y =Yes 

N = No 

U = Unknown/ 

Multiple answers 
checked 


148 647 672 46 Char FILLER - TO BE USED FOR 

ADDITIONAL CORE DATA 
ONLY. Supplier should not 
populate with arbitrary or 
supplemental data. 


149 673 673 


Char 


Ethnic Source 
S = Self Reported 
I = Inferred - Media 
O = Overlayed 
U = Unknown/ 

Multiple answers 
checked 
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A. Keying Instructions and Standards (cont’d.) 


Database Input File Format (cont’d.) 
Field Start End Data 

£ Position Position Length Typ e 


150 


674 


685 


12 


Num 


151 


686 


686 


Char 


152 


687 


687 


Char 


Data 

Description 
Film Index # 

Pos. 674-675=Unique Supplier 
Film I.D.#(this is n&i the 
same as "Supplier Code") 
676-677= Current Year (ex:93) 
678-681= Film roll # (ex:0001) 
682-685= Frame # (ex: 0201) 

White Mail Indicator 
Allowable Values 
V = Reversible Screamer 
D = Deceased 
C = Quitter/Non-smoker 

Location of Purchase 
Allowable Values 
C = Convenience/Gas 
D = Drug Store/Pharmacy 
G = Neighborhood Grocery 
S = Supermarket Chain 
A = Discount Store 
O = Other 
U = Unknown/ 

Multiple answers 
checked 


153 


688 


692 


Char 


FILLER - TO BE USED FOR 
ADDITIONAL CORE DATA 
ONLY. Supplier should not 
populate with arbitrary or 
supplemental data. 
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A. Keying Instructions and Standards (cont’d.) 



The Data Keyed in this area will not be input to the 
database. Specific Instructions will be provided with each program. 

140 519 619 101 Char Supplementary Data 

Supplier may use these posi¬ 
tions for arbitrary data. 


Field 

Start 

End 


Data 

£ 

Position 

Position 

Length 

Type 

154 

693 

700 

8 

Num 




Total Record Count 

For Data Type C Records 
Only. This is to be the 
total number of records 
contained on this 
file including this 
control record 
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B. 


Required Reporting for input Data 


A very important aspect of ensuring data and Database integrity is 
the process of controlling keyed data as it makes its way to the 
Database. In order to facilitate this control process, as well as to pro¬ 
vide a preliminary check on keying accuracy, a minimum set of re¬ 
porting is required. In this section we will review: 

• Information to be Reported 

• Report Formatting 

• Report Timing and Distribution 
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B. Required Reporting for Input Data (cont’d.) 

Information t o be Reported 

Reporting on the following information will serve both the accuracy check and data 


control purposes: 


j 

Field 

Report # 

Field Name(s) 

#& 

Report 1 

Data Type 

2 

Report 2 

Program Number 

3 

Report 3 

Cell Number within 

6 


Program Phase within 

4 


Program Number 

3 

Report 4 

Response Date within 

40 


Program Phase within 

4 


Program Number 

3 

Report 5 

Media Code within 

50 


Media Category within 

49 


Program Phase within 

4 


Program Number 

3 

Report 6 

Offer Code within 

52 


Offer Category within 

51 


Program Phase within 

4 


Program Number 

3 

Report 7 

Tar Level within 

44 


Flavor within 

43 


Brand within 

41 


Program Phase within 

4 


Program 

3 

Report 8 

Length within 

42 


Brand within 

41 


Program Phase within 

4 


Program 

3 
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B. Required Reporting for Input Data (cont’d.) 

Information to be Reported (cont’d.) 


Report 9 Total Records Rejected for Age by Program Number 

(Defined as under 21, no year and blank. Responses 
should still be keyed.) 

Report 10 Total Records Rejected for State by Program Number 

(Valid States = 50 States or Washington D.C. 
Responses should still be keyed.) 


Report 11 Total Records with and without Signature by Program 
Number 

(Responses should still be keyed.) 


Report 12 Data from Supplementary Data 

(Fields to be specified by Program) 

Reports 1-11 are required for all Philip Morris programs . If required, Report 12 will 
be specified at the time of Supplier selection. These reports are intended to serve as 
an initial, topline level of information for Marketing. 


Report Timing and Distribution 

All Suppliers must generate reports each time data is sent to the Richmond Data 
Center. Two copies of the report should be run and distributed, with a copy of the 
Outside Tape Transmittal Sheet (see later in this Chapter) as follows: 

One Copy to the Responsible Agency 
Retain One Copy for Questions 

Additionally, in order to serve as topline information for Marketing, Suppliers 
should be prepared to generate these reports on request. Such on-request report 
generation would display cumulative totals. 
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B. 


Required Reporting for Input Data (cont’d.) 


Report Formats 

The requirement is that Philip Morris have the data outlined in Reports 1 thru 11 
above. Suppliers may provide the reporting in whatever format is easiest and most 
efficient. Please be aware that reports must be automatically generated from key¬ 
punch tapes (not manually generated). 

We believe that the data needs lend themselves to basic frequency distributions on 
the fields specified. Figure 1 on the following page presents a report format which 
Suppliers may use as a guide. Please keep in mind that the only absolute require- 
mentsn are that the data described above is presented via automated procedures, 
that the report be dated and that each distribution have a total line. 
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Figure 1: Sample Input Data Report 


XYZ Data Entry Supplier 

Philip Morris Direct Marketing 


Data Input Report for the Period: 3/1/93-3/31/93 
April 5,1993 


Reel #: 

Report 1 

Data Tvpe 

Count 

% 

Report 2 

Program # 

Count 

% 





1 

0.00 


C 

1 

0.00 

93400 

210/324 

94.44 


R 

222715 

99.99 

93402 

5/257 

237 


Total 

222,716 

100 DO 

93615 

236 

0.10 





93800 

6.898 

3.09 





Total 

222,716 

100.00 


Report 3 

Cell#/ 



Rgp.p.rt-4 




Program Phase 



Resp. Date/ 




Program# 

Count 

JL 

Program Phase 

Program # 

Count 

% 



1 

0.00 


i 

0D0 


93400 A 01 

8,562 

3.84 

93400 A 3/12/89 

50,743 

22.79 


93400 A 02 

16,889 

758 

93400 A 3/16/89 

72901 

32.74 


93400 A05 

102,532 

46.04 

93400 A 3/17/89 

43546 

1956 


93400 A 06 

82,341 

36.98 

93400 A 3/22/89 

15,472 

6.95 


93402 A 00 

5,257 

237 

93400 A 3/23/89 

10,054 

452 


93615 A 03 

236 

0.10 

93400 A 3/24/89 

4,256 

1.91 


93800 A01 

6.898 

m 

93400 A 3/25/89 

3,321 

1.49 


Total 

222,716 

100 DO 

93400 A 3/26/89 

3,010 

155 





93400 A 3/27/89 

2,979 

153 





93400 A 3/28/89 

1,857 

0.83 


Report 5 



93400 A 3/29/89 

1546 

059 


Media Code/ 



93400 A 3/30/89 

639 

028 


Medfr Category/. 



93402 A 3/23/89 

5,257 

257 


Program Phase 



93615 A 3/25/89 

236 

0.10 


Program # 

Count 

% 

93800 A 3/30/89 

6,898 

3D9 




Total 

222,716 

100.00 


93400 AAA 01 



Report 6 




93800 AZZ99 



Offer Code/ 




Total 

222,716 

100.00 

Offer Category/ 

Program Phase 




Report 7 



Program # 

Count 

% 


Tar Level/ 

Flavor/ 



93400 A AA 01 

1 

0.00 


Brand/ 

Program Phase 



93800 A ZZ 99 




Program # 

Count 

% 

Total 

222,716 

100.00 


1 

0.00 





93400 A 010 M U 

222.715 

99.99 

Rgpprt 8 




Total 

222,716 

100.00 

Length/ 

Brand/ 




Report 9: Total Aee_Rejections 


Program Phase 




934QQ 

3 

16.67 

Program # 

Count 

% 


Blanks 

2 


1 

0.00 


93£0Q 

15 


93400 A 010 K 

222.715 

99.99 


Blanks 

4 

83.33 

Total 

222,716 

100.00 


Total 

18 

100.00 





Report 11: Total Records with and without Signature 

Report 10: Total State Rejections 

2857 


9340Q 



93400 

200 


Signature (Y) 

5,000 

943 

93800 

500 

71.43 


NonSignature (N) 

300 

57' 

Total 

700 

100.00 


Total 

5,300 

100.00 




9380Q 

15 

833 




® 

Total 

18 

100.00 




Os. 

CO 

® 

CO 
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C. Tape Generation, Schedule and Transmittal 


The process and timing of shipment of input data described below is 
essential to ensuring that information makes it to the Database in a 
timely fashion. 


Tape Generation 

The same considerations for physical generation of tapes which are output from the 
Direct Marketing System (see Chapter 1 page 1.12) apply to tapes which are input to 
the System. The Richmond Data Center can accept tapes only of a 31,500 block size 
and density. 


To recap Philip Morris' preferences with regard to tapes: 


Data Storage 
Media 


Tape Density 


PM has a very strong preference that suppliers be capable of 
accepting and generating tape cartridge. This medium is un¬ 
questionably the most reliable and efficient. While the 
Richmond Data Center is capable of generating and reading 
tape reels, we strongly urge all of our suppliers who do not 
now have cartridge capability to investigate acquiring it. 

For those suppliers who can not accommodate cartridges, tape 
density is of critical importance. In lieu of cartridge capability, 
we strongly urge our suppliers to acquire 6250 BPI read/write 
capability. 


Block Size A block size of 31,500 bytes is required. 


In order to reduce/limit the number of reels and cartridges arriving at the 
Richmond Data Center, cartridges or tapes which are generated should be as "full" as 
possible. There is NO need to separate data for different programs, or different cells 
of the same program, to different tapes. Records of all data types and for any pro¬ 
gram may be present on a single physical tape. 

The last record for every data set sent must be a Control Record (data type Q . This 
record must contain the total number of records (including the control record) in 
the data set in field 154, bytes 693-700. For multi-volume data sets, this would be the 
last data record on the last reel or cartridge . Field 154 should be right justified, high 
order zero filled. 


For example, field 154 of the Control Total record (Data Type Q is the Total Record 
Count field and is 8 numerics long. If 100,000 records are in the data set, that field 
would read - 00100000. The only other data which should be present in the record 
are Supplier Code (field 1) and Data Type Code C in field 2. The rest of the record 
should be blank. 
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C. Tape Generation, Schedule and Transmittal (cont’d.) 


Reader and Trailer Labels 

Each reel or cartridge must contain standard IBM Header and Trailer Labels. All 
header and trailer records are 80 characters long blocked one record per block. 

The IBM-standard Header Label contains three records, the first two of which are re¬ 
quired. The third record is optional. The formats for the three records follow: 


Field # 

Start-End 

Len, 

Data Field Name 

Comments 

Header Label Record # 1 - 

REQUIRED 


1 

001-004 

4 

Header Identification 

Must Contain 'VOL1' 

2 

005-010 

6 

Volume Serial Number 

Right Justified, High- 
order zero-filled. Must be 
different for each volume 
in a multi-volume data 
set. 

3 

011-080 

70 

Filler 

Spaces/Blanks 

Header Label Record # 2 - 

REQUIRED 


1 

001-004 

4 

Header Identification 

Must Contain 'HDR1' 

2 

005-020 

16 

Data Set Name 

Must Contain 
T.F1835.MDAF01AA' 

3 

021-021 

1 

Filler 

Spaces/Blanks 

4 

022-027 

6 

Volume Serial Number 

Right Justified, High- 
order zero-filled. Must be 
different for each volume 
in a multi-volume data 
set. 

5 

028-031 

4 

Volume Sequence 

Will Contain '0001' for 
the first volume, '0002', 
etc. for subsequent vol¬ 
umes in a multi-volume 
data set 

6 

032-035 

4 

Data Set Sequence Number 

Must Contain '0001' 

7 

036-054 

19 

Filler 

Spaces/Blanks 

8 

055-060 

6 

Block Count 

Must contain '000000' 

9 

061-080 

20 

Filler 

Spaces/Blanks 
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C. Tape Generation, Schedule and Transmittal (cont’d.) 


field f, Start-End Len. Data Field Name Comments 

Header Label Record # 3 - OPTIONAL 


1 001-004 4 

2 005-005 1 

3 006-010 5 

4 011-015 5 

5 016-080 65 


Header Identification 
Record Format 
Block Size 

Data Set Record Length 
Filler 


Must Contain 'HDR2' 

Must Contain 'F' 

Right Justified, zero 
filled. Must be 31500 

Must Contain '00700' 
Spaces/Blanks 


The Header Label Records are followed by one (1) tape mark then the DATA fol 
lowed by one (1) tape mark. 


The Trailer Label consists of two records, the first of which is required. The second 
Trailer Label record is optional. The format of these records follows. 


Field # Start-End Len. Data Field Name 

Trailer Label Record # 1 - REQUIRED 

Comments 

1 

001-004 

4 

Trailer Identification 

Must Contain 'EOF1' 

2 

005-020 

16 

Data Set Name 

Must Contain 

T.F1835.MD AF01AA' 

3 

021-021 

1 

Filler 

Spaces/Blanks 

4 

022-027 

6 

Volume Serial Number 

Right Justified, High- 
order zero filled. Must be 
different for each volume 
in a multi-volume data 
set. 

5 

.028-031 

4 

Volume Sequence 

Will Contain '000T for 
the first volume, '0002', 
etc. for subsequent vol¬ 
umes in a multi-volume 
data set 

6 

032-035 

4 

Data Set Sequence Number 

Must Contain '000T 

7 

036-054 

19 

Filler 

Spaces/Blanks 
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C. Tape Generation, Schedule and Transmittal (cont’d.) 


Field # 

Start-End 

Len. 

Data Field Name 

Comments 

8 

055-060 

6 

Block Count 

Right Justified, zero-filled 
Must Contain the actual 
number of blocks written. 

9 

061-080 

20 

Filler 

Spaces /Blanks 

Trailer Label Record 

# 2 - OPTIONAL 


1 

001-004 

4 

Header Identification 

Must Contain 'EOF2' 

2 

005-005 

1 

Record Format 

Must Contain 'F' 

3 

006-010 

5 

Block Size 

Right Justified, zero 
filled. Must be 31500. 

4 

011-015 

5 

Data Set Record Length 

Must Contain '00700' 

5 

016-080 

65 

Filler 

Spaces/Blanks 


The Trailer Label records are followed by two (2) tape marks signifying the end of the 
file. 

Schedule 

Suppliers are required to ship files weekly if they have 5,000 or more records. 
Weekly shipments should be made for arrival in Richmond each Monday. 

Suppliers with fewer than 5,000 records should make monthly shipments timed to 
arrive in Richmond no later than the third Monday of each month. Please notify 
the Responsible Agency when you have an insufficient amount of records to war¬ 
rant a weekly tape shipment 

The data contained on the tapes shipped should be all data keyed since the last tape 
was generated. Data should be sent for all programs, regardless of how much or 
how little response may be included. Under no circumstances is a Supplier to 
"hold" data until response is complete or for any other reason. 
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C. Tape Generation, Schedule and Transmittal (cont’d.) 

Tape Transmittal 

Tapes are to be well packed for shipment to the Richmond Data Center. Packing 
should include materials which will protect the tapes from damage of any kind 
which might occur during shipment. 

Tapes should be shipped via overnight delivery and must be accompanied by a com¬ 
pleted Outside Tape Transmittal Sheet. This form, together with instructions for 
correct completion, are on the next two pages. 

Figure 2: Completing the Outside Tape Transmittal Sheet 

A copy of the Outside Tape Transmittal Sheet form is on page 2.39. The following 
guidelines will help you complete this form: 

1 This is the address to which all tapes must be sent. 

2 Please provide both your company name and PM Supplier Number (Please 
become familiar with your Supplier Number. It should be in the Keying 
Instructions received for each program. If you don't know your Supplier 
Number, please call the responsible Agency.). 

3 Be certain to check the appropriate Job Number box. MDA010 if you are ship¬ 
ping reels, MDA020 if you are shipping cartridges. 

4 The Data Set Name contained in the standard IBM label must be 
P.F1835.MDAF01AA. This data set name should also be on the label on the 
physical reel/cartridge. 


5 


Volume Serial Number: It is imperative that the Volume Serial number 

recorded on the form matches exactly to the volume serial number contained 
in the header and trailer labels. Tapes will be returned by Richmond if this 
number does not match. Volume serial numbers should remain "unique" 
forgone year. 
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C. Tape Generation, Schedule and Transmittal (cont’d.) 


Figure 2: Completing the Outside Tape Transmittal Sheet (cont'd.) 

6 If the tape is not able to be loaded to the PM Database, PM/Richmond will re¬ 
turn the tape to the supplier with documentation explaining why the tape 
was unable to be loaded (e.g., data checks, volser doesn't match transmittal 
form, etc.). Upon resending a corrected tape, the supplier should circle "YES" 
next to "Resend?" on the tape transmittal sheet. 

NOTE: Tape reports must be regenerated for all tapes that are resent to the 
database. 


7 LRECL is always 700, RECFM is always FB, BLKSIZE is always 31,500. 

The Description line should include program numbers and descriptions and 
should also be printed on the physical label on the reel(s). Tapes/cartridges 
are typically retained on site until the data is processed and will be returned 
within 60 to 90 days. 

8 Please include the count of records contained on the tape. 

9 Please print the name and address of the person to whom the tape(s) should 
be returned after the data is processed. Tapes will be returned via USPS 
Ground transportation unless otherwise noted. 


A supply of the Outside Tape Transmittal Sheets will be furnished by the responsible 
Agency at the time of Supplier selection. 
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Figure 2: Completing the Outside Tape Transmittal Sheet (cont.) 

Philip Morris Direct Marketing 

Outside Tape Transmittal Sheet 

Date: / /_ 

1 2 

Tape Librarian Supplier Name: _ 

Philip Morris, U.S.A. Supplier Number:_ 

4200 Deepwater Terminal Road 
.Building 43-G 
Richmond, Virginia 23234 


This Tape is to be input into job: 

3 

0 MDA010 - (For Tape Reel Input) 

O MDA020 - (For IBM 34SO - Compatible Cartridge Input) 

Processing Information 

4 


Data Set Name: 

Volume Serial No.(s) 5 

P.F1835.MDAF01AA 

Resend? 6 
(Circle One) 

YES 

NO 

LRECL: 

Description: 

700 

BLKSIZE: 31,500 RECFM: FB 7 


Other Pertinent Information 

Record Count: _ _ Q 

Comments: ___ 

Tape Return Information : Tapes will be returned via USPS unless otherwise instructed. 

Please Return Tape To: “" NAME: _ Q 

ADDRESS: _ 


CITY, STATE, ZIPCODE: _ 

PHONE#: _-_-_ 

Supplier Piease Disirifeute. a Copy of this form attached to the Data Input Report(s) to: 

Responsible Agency 

FMDM Outside Tape Transmittal 
11/93 
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D. Retention of Data 


Retention of Keyed Data 

Keyed data should be retained by Suppliers for a period of at least 1 year after tapes 
are sent to Richmond. 


Rfi.teMQQ.Qf Source. D oc ument s 

Source documents are to be retained by the supplier for no less than three years or if 
documents have been microfilmed, no less than 60 days. Formal permission to de¬ 
stroy source documents will come from the PM Fulfillment Coordinator. Such per¬ 
mission will be given in writing only . 

The only acceptable means of destruction is by shredding. If a Supplier does not 
have the facilities to shred documents, they must arrange for such work to be per¬ 
formed by another party. The PM Database Manager must approve the selection of 
another party. Upon destruction of the source documents, return the Confirmation 
of Source Document Destruction portion of the authorization to the PM Fulfillment 
Coordinator. 
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Chapter 3: Unique Identifiers 

This Chapter describes information about and the procedures for: 

• Coupon UPC Codes 

• OCR Codes 
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Coupon UPC Codes (cont.) 


A. 


Positions Description 


Values 


10-11 Coupon Value 


Codes as Follows:* 


Coupon Value 

Value 

Coupon Value 

Value 

Description 

Code 

Description 

Code 

B1G1F 

14 

$ 1.00 Off Carton 

76 

B2G1F 

16 

$1.50 Off Carton 

78 

B3G1F 

19 

$ 2.00 Off Carton 

82 

B2G 50c Off 

24 

$ 2.50 Off Carton 

84 

B3G 50c Off 

41 

$ 3.00 Off Carton 

87 

Free Pack 

01 

Checker Intervention 

00 


* A Complete list of Value Codes may be found in the Attachment at the end of 
this Chapter. 


12 Supplied By Symbology 

13-14 Sequential Coupon Supplied By PM New York 
Code 


Figure 1: Sample Coupon UPC Codes 


The following examples illustrate Coupon UPC Codes and their associated interpre¬ 
tations: 



UPC Code = s2820041282489 
Description 

5 = For Symbology's Use 
28200 = Philip Morris 
412 = Virginia Slims Carton 
82 = $ 2.00 Off Carton 
4 = For Symbology's Use 
89 * 89th Virginia Slims Carton 
Coupon 



UPC Code - $2820041101»55 

Descri ption 

5 a For Symbology's Use 
28200 = Philip Morris 
411 a Virginia Slims Pack 
01 = Free Pack 
s» For Symbology's Use 
55 * 55th Virginia Slims Pack 
Coupon 
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Figure 2: Completing the Coupon Basic Data Sheet and UPC Order Form (cont.) 


Offer Information: This Information is REQUIRED before a UPC will be issued. 


Terms of Offer: _© 

(D*»aib« Completely) 


Discount Offered: _©_% 


Face Value: S. 


© 


Purchase Price: 


© 

Q Full Margin Pack Average 

□ Price/Value Pack Average 

□ Full Margin Carton Average 

□ Price/Value Carton Average 

□ Other-S_ 

(Flcu* Specify) 


or Check One Below 

O B1C1F 
O B2C1F 

□ B3G1F 

O B2C S0< Off 

□ B3G 50< Off 
Q Free Pack 

Q Other 


O S 1.00 Off Carton 
O S ISO Off Carton 
O S100 Off Carton 
□ S150 Off Carton 
Q S 3.00 Off Carton 
Q Checker Intervention 
Provide Details Above 


Other Program Information: This information is Optional . 
Variable Value Coupons - Maximum Payment:_ 


Other Offer Factors (improved product, new package, etc.) 



Overlays (P.O. Box # or Deal #):_ 

For Direct Marketing Use Only 

UPC CODE ASSIGNED: _ 


Date Assigned: / / Assigned By: 


Art Shipped On: / / 


AFTER UPC CODE ASSIGNMENT DISTRIBUTE COPIES OF FORM AS FOLLOWS: 

© 

One Copy to PM Direct Marketing 

One Copy to PM Finance 

One Copy to Responsible Agency 
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B. OCR Codes 


OCR Codes aretfiutti-pfcrt codes and are the essential part of unique¬ 
ly identifying me Direct Marketing Program, Program Phase and the 
individual program participant for the Database. In this section we 
will review: 

OCR Code Structures 

OCR Code Assignment and Printing Specifications 

MOD 10 Check Digit Logic 


OCR Code Structures 


OCR Codes are sixteen (16) character codes which are used exclusively for Database 
generated programs. OCR Codes are not used for media generated programs. There 
are two critical functions which OCR Codes perform: 




They uniquely identify the individual person on the database, 
is crucial for purposes of correctly posting response data. 



• They serve as a source code for Database-generated programs. This 
source code identifies the program, program phase and cell in 
which the individual is participating. 


In all cases, OCR Codes have the same basic structure. There are, however, two types 
of OCR Codes: Response OCR Codes and Coupon Redemption OCR Codes. The for¬ 
mat of the OCR Code is as follows: 


Characters Description 

1-3 Mail Code - Assigned by PSC/Database Manager 

4-5 Cell Code 


6-7 

8-15 

16 


Brand Code - For Response OCR Codes 

Coupon Code - For Coupon Redemption OCR Codes 


PM Name Control Number 
OCR MOD 10 Check Digit 
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B. OCR Codes (cont.) 


OCR MOD IQ Check Dioil 


The OCR Code MOD 10 Check Digit is an essential part of maintaining Database in¬ 
tegrity. It is used to verify that the first fifteen (15) characters of the OCR Code have 
been keyed correctly by data entry suppliers. The printing of an OCR Code on an 
outgoing mail piece must always include ALL sixteen (16) characters of the OCR 
Code (See Chapter 2, Pages 14 and 2.12 - 2.13 for more information). 
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0 


j 


Coupon Value 

Value 

Coupon Value 

Value 

Description 

Code 

Description 

Code 

Checker Intervention 

00 

$0.60 

60 

Free Pack 

01 

$0.65 

65 

$0.05 

05 

$0.69 

69 

$0.07 

07 

$0.70 

70 

$0.08 

08 

$0.75 

75 

$0.09 

09 

$0.79 

79 

$0.10 

10 

$0.80 

80 

$0.12 

12 

$0.85 

85 

$0.13 

13 

$0.89 

89 

B1G1F 

14 

$0.90 

90 

$0.15 

15 

$0.95 

95 

B2G1F 

16 

$0.99 

99 

B3G1F 

19 

$1.00 

76 

$0.20 

20 

$1.25 

77 

B2G $ 0.40 Off 

22 

$1.50 

78 

B2G$ 0.45 Off 

23 

$1.75 

81 

B2G $ 0.50 Off 

24 

$2.00 

82 

$0.25 

25 

$2.25 

83 

$0.27 

27 

$2.50 

84 

B2G $ 0.55 Off 

28 

$2.75 

86 

$0.29 

29 

$3.00 

87 

$0.30 

30 

$3.25 

88 

B2G $ 0.60 Off 

31 

$3.50 

91 

B2G $ 0.75 Off 

32 

$3.75 

92 

B2G $ 1.00 Off 

33 

$4.00 

93 

B2G $ 1.25 Off 

34 

$4.25 

94 

$0.35 

35 

$4.50 

96 

B2G $ 1.50 Off 

36 

$4.75 

97 

B3G $ 0.25 Off 

37 

$5.00 

74 

B3G $ 0.30 Off 

38 

$5.50 

73 

$0.39 

39 

$6.00 

72 

B3G $ 0.50 Off 

41 

$6.50 

71 

B3G $ 1.00 Off 

42 

$7.00 

68 

$0.45 

45 

$7.50 

67 

$0.49 

49 

$8.00 

66 

$0.50 

50 

$8.50 

64 

B2G$ 0.10 Off 

53 

$9.00 

63 

B2G $ 0.15 Off 

54 

$9.50 

62 

$0.55 

55 

$10.00 

61 

B2G $ 0.20 Off 

56 

B2G$ 0.30 Off 

21 

B2G $ 0.25 Off 

57 

$0.40 

40 

B2G $ 0.30 Off 

58 



$0.59 

59 
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Chapter 4: Undeliverable Mail 

This Chapter describes information about and the procedures for: 

• Maintaining the Deliverability of Names on 
the Database 

• Undeliverable Mail Policy 

• Post Office Box Number Assignment 

• Return Addresses 

• Return Handling by Suppliers 
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A. Maintaining Deliverability 


Data Overlays 


Rental List Processing 


Record Archiving 


contains over 75 million change of address and deliv¬ 
erability status (e.g. Moved No Forwarding, etc.) 
records. 

Database records are returned with new addresses and 
status codes appended. This new information is 
added to the Database. The NCOA process helps in 
identifying changes of address, it is not, however, per¬ 
fect or all-encompassing. 

Once per year, the Database is sent out for the overlay 
of demographic, lifestyle and interest data from sec¬ 
ondary sources. Records which match in this process 
are deemed to be deliverable because they have 
matched to a known deliverable name and address. 


All names which are purchased must undergo 
NCOA processing before they will be purchased. 
Only those names which pass the NCOA deliverabili¬ 
ty tests are purchased and are subsequently mailed. ^ 

Periodically, records which have had no program re¬ 
sponse activity for more than three years and have 
not matched in the Data Overlay process will be re¬ 
moved from the database. These records are not de¬ 
stroyed, but rather are archived. They may be used as 
a negative screen when renting names, or they may 
be used for mailing in future programs (not recom¬ 
mended). 


In addition to these ongoing efforts, we are continually seeking additional and im¬ 
proved address information. 
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A. Undeliverable Mail Policy (cont.) 

First Class Mail Endorsement Options 

Mailer 

Endorsement USPS Action 

Forwarding and Address Forward at no charge (months 1-12). If undeliv- 

Correction Requested erable, return to sender with reason for nonde¬ 

livery attached at no additional charge. Charge 
the address correction fee if separate address cor¬ 
rection is provided to mailer. 


Address Correction Requested Do Not Forward. Provide address correction or 

reason for nondelivery on mail piece. Return 
entire mail piece at no charge to sender. 

Do Not Forward. Provide address correction or 
reason for nondelivery on mail piece. Return 
entire mail piece at no charge to sender. 

Forward at no charge (month 1-12). If undeliv¬ 
erable, return to sender with reason for nonde¬ 
livery. 

Note: The source of this information is the U.S.P.S. Domestic Mail Manual 
which is revised quarterly. While we will make every effort to keep the 
above up-to-date, we strongly urge our Agencies and Suppliers to sub¬ 
scribe to the U.S.P.S. Domestic Mail Manual if they do not already do so. 
Under no circumstances is the information above to be considered the 
final "word" on endorsements. 


Do Not Forward 


(No Endorsement) 


Third Class Endorsement Options 

There are a number of options for return/correction endorsements for Third Class 
mail. Selection of the appropriate endorsement will depend on the weight of the 
outgoing piece because many of the endorsements carry a fee which is 2.733 times 
the outgoing per piece postage rate. This fee is called the weighted fee. 

The following are the two endorsement options for Third Class Mail. One provides 
for forwarding as well as address correction and the weighted fee is charged. The 
other provides for address correction only and the ACR fee is the only charge. 
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C. Return Addresses 


Separate Post Office Boxes have been established for each brand fam¬ 
ily and, in some cases, for specific PM Brands. Undeliverable mail 
will be returned to these P. O. Boxes in Kankakee and will be pro¬ 
cessed by the Promotional Services Center. 



As a rule, all return addresses should be to the appropriate P. O. Box in Kankakee. 
The only exception to this rule is if a second mailing is to be generated from the tape 
used to generate the initial mailing and, therefore it is important to record undeliv¬ 
erable mail for exclusion purposes. This exception may be exercised only if the tim¬ 
ing of the second program is such that it is not possible to get the mailing file, with 
updated information, from the Database. We believe that such circumstances will 
occur very infrequently for the following reasons: 

1. The Post Office turnaround time for undeliverable mail is far from 
immediate. In fact, if a second mailing in a series is to take place any 
sooner than 4 weeks after the drop of the first mailing, it is highly 
unlikely that any undeliverable mail will have been returned. This 
delay will be a virtual certainty if the first mailing had been sent 
third class. 

2. The Database is now being updated regularly and on schedule every 
month. In almost all cases the update is taking place with the most 
current information possible. Unlike in the past, it is now possible 
to provide mailing tapes, from the Database, which reflect response 
and mail return information which is no more than one month old, 
and usually closer to two weeks old. 

If this exception is to be exercised, it must be discussed thoroughly with the Database 
Manager. Additionally, the required procedures for handling undeliverabie mail 
which is not returned directly to Kankakee may be found later in this chapter. 




Line 1 (PM Brand Name or Program Name) 

Line 2 P. O. Box (appropriate number) 

Line 3 Kankakee, IL 60902 

Zipcode 60902 is to be used for all return mail addresses and Post Office Boxes. 
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0. Return Handling By Suppliers (cent.) 


Once a supplier has completed processing undeliverable return mail, it must be for¬ 
warded to PSC. To ensure an appropriate level of control, documents must be: 

• Sorted and batched/separated by program 

• Shipped on a weekly basis to: 

Ms. Lois Arseneau 
Promotional Services Center 
3 Stuart Drive 
Kankakee, Illinois 60902 

• Shipments must be accompanied by the transmittal form below. 

Return Postage Payments 

As you will note, the transmittal form requests that you provide the amount of re¬ 
turn postage paid for the undeliverable mail included in the shipment. This must 
be exact . Providing it here is in addition to any other postage reconciliation current¬ 
ly being done. This is required because PSC will be reporting on all of the postage 
costs for undeliverable mail. 


Figure 1: Sample of the Undeliverable Mail Transmittal Form 


Ms. Lois Arseneau 
Promotional Services Center 
3 Stuart Drive 
Kankakee, Illinois 60902 


Philip Morris Direct Marketing 
Undellverable Mail Transmittal 


Date: 


Supplier Name: . 
Supplier Contact: 


815*937-7024 Supplier Number _ 

Enclosed is Undeliverable Mail as returned to us by the Post Office for the programs and in the quantities as fol¬ 
lows 

PM PM # Return Postage 

Prog.» Program Name Returne d Paid 


TOTAL 

S«K»Uer ShipUmddfrfrahl-MjH W—fclr. PleMcPktribrtti Carrot this fotmtfl: 

PM Direct Muketimj im New York 
K«poMibleAfCM7 
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Chapter 9: Microfilming Procedures 

This Chapter describes information about and the procedures for 
o Microfilming Source Documents 
o Data Entry of Index Number 

o Microfilm Processing Requirements 

o Required Film Log 

o Invoicing Instructions 

Attachments to this chapter include: 
o Header Card Requirements 

o Allowable Values for Index Number 

o Certificate of Authenticity 

o Address for Service Bureau 

o Him Label Specifications 
o Sample Him Log 
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MICROFILMING PROCEDURES 


Philip Morris has implemented microfilming consumer response documents to 
reduce document storage costs, and also to facilitate faster retrieval of source 
documents. 

EQUIPMENT PURCHASE: All suppliers will need to purchase/lease filming 
equipment that is capable of 1) standard image marking to facilitate automated 
retrieval, 2) film writing, and 3) printing the index number on the document. 
Also, it is important that the equipment be able to film documents at a pace that 
will far exceed the pace of a data entry operator. The Kodak ImageLink 70 is a 
recommended machine. Documents are not allowed to be transported to a third 
party service bureau for filming. 

FILMING: All response vehicles should be filmed before they are keyed. A 
"header card" that details the program name, program number, reel #, and supplier 
name should be the first frame on the film. A Certificate of Authenticity must be 
the last frame on the film (see Attachment A). As a survey is filmed, it will be 
imprinted with a twelve digit index number. Allowable values for the index 
number are detailed on Attachment A and can also be found in Chapter Two of the 
Procedures Manual. If for some reason the index number cannot fit on the survey 
side, it will need to be imprinted on the back-side, which will require two-sided 
filming of the document. 

DATA ENTRY The index number is to be captured at the point of data entry and 
should appear in field 141 (pos. 674-685) on the Philip Morris tape layout. 

FILM PROCESSING: The microfilm and two exact duplicate labels of the original 
label should be sent to Microfilm Service Company (MSC) for processing as soon as 
the roll is complete, or every two weeks if the roll is not complete. Film should be 
sent via overnight delivery. The address for MSC and film label specifications are 
detailed on Attachment B. 

FILM PROCESSING CONFIRMATION: LBCo. and the supplier wiU receive 
confirmation from MSC that the roll of film was processed successfully. If the film 
is not acceptable, MSC will contact the supplier immediately and provide 
instructions to refilm the documents. 

FILM STORAGE: LBCo. has made arrangements for storing the film. 

REFILMS: If a roll of film is unacceptable, that roll of film will be destroyed and a 
replacement roll should be created and sent. It is imperative that all documents be 
refilmed on the new roll in the same order that they were origianlly filmed so the 
consumer's index number does not change. 
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FILM LOG: Suppliers are required to maintain a log of all film sent to MSC for 
processing. Attachment C shows an example log. 

FILM/LABEL PURCHASE: Kodak film (100' 5.0 mil) and extra film labels (lined 
index) should be purchased from MSC or someone else with the exact same 
product. 

INVOICING: Suppliers should invoice LBCo. for microfilming costs; LBCo. will 
contract directly with MSC for processing costs. 

DOCUMENT RETENTION: LBCo. will instruct each supplier in writing when 
filmed documents may be destroyed. This will usually happen 60 days after LBCo. 
receives confirmation that the film was developed/shipped successfully. 
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ATTACHMENT A 


FIRST FRAME OF FILM - HEADER CARD 

Detail program name<s) and numbers), reel #, and supplier name on a header card. 

EX: 1992 Name Generation 
92101A 
Reel #1 

ABC Data Entry 


LAST FRAME OF FILM ■ CERTIFICATE OF AUTHENTICITY 

The Certificate of Authenticity must be the last frame of the microfilm. The 
Certificate to be used is attached. 


ALLOWABLE VALUES FOR INDEX NUMBER 
TAPE LAYOUT 


iati I '1 Hrfll* 


674-675 Unique Supplier Film LD. # (this is not the same as 

the "Supplier Code") 

676-677 Current Year (ex 92) 

678-681 Film Roll # (ex 0001) 

682-685 Frame # (ex: 0201) 
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C E RT IFI CATE OF AUTHENTICITY 


THIS IS TO CERTIFY that the microphotographs appearing on the film-file 


Starting with_and 

Ending with_are 


accurate and complete reproductions of the records of (Company Name) 

_ as delivered in the regular 

course of business for photographing. 

It is further certified that the microphotographic processes were accomplished in 
a manner and on film which meets with requirements of the National Bureau of 
Standards for permanent microphotographic copy. 


Date produced: _19_ 

(month) (day) 

Camera Operator: _ 

Place: __ 
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ATTACHMENT B 

MICROFILM/ LABEL SPECIFIC ATIONS (LABE LS MUST BE TYPED) 
OUTSIDE LABEL: 

. Philip Morris 

. Program Name(s) and Numbers) 

. Start Count and End Count of Index Number 
. Supplier Name 
. Date sent to be processed 


SIDE LABEL: 

.Reel# 

. Supplier Number (Number that you have been assigend for filming purposes 
(SEE ATTACHED FOR EXAMPLES) 


FILM PROCESSING SE RVI CE B U REAU (AS QE.4/S2) 

MICROFILM SERVICE COMPANY 
161 TOWER DRIVE, UNIT C 
BURR RIDGE, IL 60521-5776 
ATTN: MS. WENDY ZIELONKA 
PH. (708)654-2393 
FAX (708)654-2398 
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ATTACHMENT C 


\ 


EXAJ 


LE SUPPLIER FILM LOG 


Suppliers should maintain a Him log that details the following: 

. Reel # 

. Film type 

. Start Count/End Count 
. Customer 
. Service Bureau 
. Date Sent 

. Shipped via _ 


EXAMPLE LOG 


Reel * 

-filmTtoe 

Start/End 

Customer 

Sy-Cr. Bureau 

Date Sent 

YU 

1 

16mm 100' 

0792/0001/0001- 

0792/0001/5962 

LBCo./PM 

MSC 

7/31/92 

UPS 

2 

16mm lay 

0792/0002/0001- 

0792/0002/6345 

LBCo./PM 

MSC 

8/4/92 

UPS 


Philip Morris U.S.A. Direct Marketing System 

Chapter 9: Microfilming Procedures 7/31/92 Page 9.7 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023525 




Chptr 10 
White Mail 

Procedures 







Chapter 10: White Mail Procedures 

This Chapter desaibes information about and the procedures for: 

o White Mail Categories 
o White Mail Reporting 
o White Mail Handling 

Attachments to this chapter include: 

o Sample White Mail Report 
o White Mail "Flowchart" 
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LEO BURNETT COMPANY, INC. 


August 10, 1992 


TO: Data Entry/Fulfillment Suppliers 


RE: Revised White Mail Procedures 


Enclosed are revised White Mail Procedures that need to be thoroughly read by 
everyone at your company that works on the Philip Morris account and should 
be followed for all Philip Morris programs. Also enclosed is an outline that 
highlights the changes. 

These procedures should be implemented immediately. Please sign and return 
the attached form which verifies that you have received and reviewed these 
procedures. Once they have been reviewed, these procedures should be 
inserted as Chapter 10 of your Philip Morris Procedures Manuel. 

Please be advised that "Corporate"/Consumer Survey Associates (CSA) 
(usually referred to as Kane Generation) programs will require 
"special handling". We will issue specific white nail procedures 
for these programs. 

As a reminder, all mail (both survey responses and white mail) must be 
processed on an ongoing basis (at least weekly), regardless of the job 
status. 


We continue to find new and improved ways of handling white mail and wish to 
thank you for helping to achieve these greater results. I look forward to 
hearing from you later this week. 


Sincerely, 

LEO BURNETT U.S.A. 

Lynnette Spanola 


cc: B. Tomei - PM/NY 

J. Eibon - PM/NY 

J. Restivo - PM/NY 

K. Linehan - LBCO./14 
PM Direct Client Service 
PM Database Marketing 
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DATE: 


TO: Ms. Lynnette Spanola/LBCo. 


FROM: _ 

(Supplier Name) 


CONTACT NAME: 


This acknowledges that our company has reviewed Chapter 10 (White Mail 
Procedures) of the Philip Morris Procedures Manual. 

Our questions are as follows: 


(Please sign) 
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OUTLINE OF CHANGES 


An additional page has been added to the White Mail report which details 
Screamer and Underage Complaint information. 

We are asking suppliers to begin keying all OCR-CODID white mail that 
is categorized as deletes. Specific keying instructions will be issued 
by LBCo. (If you currently have this type of white mail in your 
possession, please call me so we may issue you keying instructions.) 

OCR coded deceased and non-smokers/quitters and Non-OCR coded deceased, 
non-smokers/quitters, and deletes will be sent to Promotional Services 
Center for handling. 
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WHITE MAIL 


White Mail is defined as correspondence other than a typical response device 
received into a P.O. Box. 

Philip Morris considers consumer correspondence very important and has 
implemented the following procedures to ensure that it is handled efficiently. 


WHITE MAIL CATEGORY DESCRIPTIONS AND PROCEDURES; 

We have categorized the different types of white mail received to aid in executing 
handling procedures. As can be seen, certain types of white mail take priority over 
others. 

REPORTING OF WHITE MAIL 

A White Mail Report must be issued weekly (every Monday) for each program you 
are assigned. 

There are two pages to this report. The first page documents a count of white mail 
received by category. The second page details all Screamers or Underage 
Complaints received to date. Please refer to Attachment A for examples. 

The reports should be issued to: 

VIA MAIL VIA FAX 

Philip Morris U.S.A. Leo Burnett Co. 

120 Park Avenue FAX #312-220-6534 

New York, NY 10017 Attn: Ms. Jean Giaretta (Branded) 

Attn: Ms. Jeanne Eibon Attn: Ms. Carolyn Shears (Corporate/ 

8th Floor Consumer Survey Assoc.) 

Please note that all white mail/survey responses must be processed as they are 
received, regardless of the program status. 
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WHITE MAIL CATEGORY DESCRIPTIONS AND P ROCEDURES y 


CATEGORIES OF WHITE MAIL 
SCREAMER/UNDERACE COMPLAINT 
DEFINITIONS: 

SCREAMER: This is a consumer who has 1) sent a letter to any given P.O. Box for a 
Philip Morris program expressing great displeasure at having received a PM 
promotion; or, 2) is displeased with smoking in general. In some cases the 
consumer may discuss legal action or a complaint to the Attorney General. Please 
note that the consumer must be identifiable (by providing his/her name and 
address). 

UNDERAGE COMPLAINT: This is a consumer who is displeased that a minor in 
his/her household has received a PM promotion. 


IF THERE IS ANY QUESTION AS TO WHETHER A CONSUMER IS A 
SCREAMER OR ONE OF THE OTHER CATEGORIES MENTIONED, CONSIDER 
THEM A SCREAMER AND FOLLOW THE PROCEDURE FOR HANDLING 
SCREAMERS. 


HANDLING 1) SEND ORIGINAL DOCUMENT VIA OVERNIGHT DELIVERY 
PROCEDURE: TO PM/NY (ATTN: MS. JEANNE El BON) 

2) FAX A COPY OF THE DOCUMENT TO LBCo. (ATTN: MS. 
JEAN GIARETTA) 

3) DETAIL THE NECESSARY INFORMATION ON THE 
WHITE MAIL REPORT (PAGE 1 AND 2) 
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WHITE MAIL CATEGORY DESCRIPTIONS AND PROCEDURES (mnPH.fc 

DELETES 

DEFINITION: 

DELETE: This is a consumer requesting to be removed from our mailing list. They 
often return the promotion and write "delete", "remove", or "delete from mailing 
list" on it. a 

HANDLING PROCEDURE IF OCR CODED* 

1) COUNT 

2) DOCUMENT ON WHITE MAIL REPORT 

3) FOLLOW KEYING INSTRUCTIONS PROVIDED FOR WHITE 
MAIL. A SUPERVISOR MUST VERIFY THAT SURVEYS 
HAVE BEEN CATEGORIZED CORRECTLY BEFORE KEYING 
MAY BEGIN. 

4) DESTROY RESPONSE VEHICLES (VIA SHREDDING ONLY) 
ONCE THEY HAV E BEEN KEYED. NOTE: SUPPLIERS MUST 
OBTAIN WRITTEN PERMISSION FROM LBCo. BEFORE THEY 
CAN DESTROY ANY DOCUMENTS. THIS WILL USUALLY 
BE GRANTED SIXTY DAYS AFTER THE SURVEYS HAVE 
BEEN KEYED. 

HANDLING PROCEDURE IF NONOCR CODED: 

1) COUNT 

2) DOCUMENT ON WHITE MAIL REPORT 

3) BATCH AND CATEGORIZE DOCUMENTS BY PROGRAM 

4) SEND DOCUMENTS (VIA 2nd DAY ARRIVAL) TO THE 
FOLLOWING COMPANY WITH WHITE MAIL REPORT THAT 
DETAILS WHAT IS BEING SENT: 

Promotional Services Center 
3 Stuart Drive 
Kankakee, IL 60902 
ATTN: Ms. Marty West 

5) DESTROY RESPONSE VEHICLES (VIA SHREDDING ONLY) 
ONCE THEY HAVE BEEN KEYED. NOTE: SUPPLIERS MUST 
OBTAIN WRITTEN PERMISSION FROM LBCo. BEFORE THEY 
CAN DESTROY ANY DOCUMENTS. THIS WILL USUALLY 
BE GRANTED SIXTY DAYS AFTER THE SURVEYS HAVE 
BEEN KEYED. 
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WHITE MAIL-CATEGORY DESCRIPTIONS AND PROCEDURES (coned.); 

DECEASED , NON-SMOKER/QUITTERS 

DEFINITIONS: 

DECEASED: Self-explanatory 

NON-SMOKER: This is a consumer who has been marked as a "smoker" on our 
list but/ in fact, does not smoke. 

QUITTER: This is a consumer who has quit smoking and is requesting to be taken 
off our mailing list. They often return the promotion and write "I quit" on it. 

HANDLING 1) COUNT 

E SQ C.EPV RP : 

2) DOCUMENT ON WHITE MAIL REPORT 

3) BATCH AND CATEGORIZE DOCUMENTS BY PROGRAM 

4) SEND DOCUMENTS (VIA 2nd DAY ARRIVAL) TO THE 
FOLLOWING COMPANY WITH WHITE MAIL REPORT THAT 
DETAILS WHAT IS BEING SENT 

Promotional Services Center 
3 Stuart Drive 
Kankakee, IL 60902 

ATTN: Ms. Theresa Barnet u)uXT 

5) DESTROY RESPONSE VEHICLES (VIA SHREDDING ONLY) 
ONCE THEY HAVE BEEN KEYED. NOTE; SUPPLIERS MUST 
OBTAIN WRITTEN PERMISSION FROM LBCo. BEFORE THEY 
CAN DESTROY ANY DOCUMENTS. THIS WILL USUALLY 
BE GRANTED SIXTY DAYS AFTER THE SURVEYS HAVE 
BEEN KEYED. 
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WHITE MAIL CATEGORY DESCRIPTIONS A ND PROCEDURES (conPd.fc 

/ ADDJSL PROGRAM RELATED, PRODUCT RELATED, HAPPY MAIL 
DEFINTIONS: 

ADDS: This is a consumer who is requesting we add them or a friend/relative to 
our mailing list. 

PROGRAM RELATED: This is mail sent by the consumer that comments on the 
particular program they received (i.e., might not have received some part of the 
mailing or is still waiting to receive fulfillment). 

PRODUCT RELATED: This is a consumer who has not received a promotion/ but 
is requesting product, coupons or additional surveys. 

HAPPY MAIL: This is mail that reflects positive comments about a particular 
program, the tobacco industry, Philip Morris etc. 

HANDLING 1) COUNT 
PROCEDURE; 

2) DOCUMENT ON WHITE MAIL REPORT 

3) BATCH AND CATEGORIZE DOCUMENTS BY PROGRAM 

4) SEND DOCUMENTS (VIA 2nd DAY ARRIVAL) TO PM/NY 
(ATTN: MS. SUSAN STRAUSSER) EACH MONDAY. SEND 
MONDAY Sc FRIDAY IF SUFFICIENT QUANTITY 


Please be advised that White Mail procedures will change for the above mentioned 
categories on Corporate/Consumer Survey Associates programs. 
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WHITE MAIL C ATEGORY DE SCRIPTIONS AND PROCEDURES: (coned.): 


BLANKS , PROFANITY, UNREADABLE 
DEFINITIONS: 

BLANKS: Blank surveys that are returned to the P.O. Box. 

PROFANE: These are surveys that contain profanity. No name and address is 
given. 

HANDLING 1) COUNT 

EB Q CEP.U B E: 

3) DOCUMENT ON WHITE MAIL REPORT 
3) SHRED 
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White mail 



Source: https://www.i 


processing gudbjnes 

( While MM Report hmmI be Mid oat for el 
categories) 



Send overnight to PM>NY (J 
Efcon); lex copy to LBCo (J. 
Glare tie) 





Shred 














SAMPLE VKCTE MAIL REPORT 


Date: 

Supplier Name: 
Program Name: 


Total Count for 


Category 

Meek EMing 

Total to 
Date 

SCREAMERS 

4* 

4 

UNDERAGE OCMPIAIOT 

2** 

2 

Delete from mailing 
list 

2 

2 

Add to mailing list 

9 

9 

Quit Smoking 

1 

1 

Blank Survey 

9 

9 

Deceased 

1 

1 

Product Related 

5 

5 

Program Related 

4 

4 

Non-smoker 

1 

1 


* T-ist-orf on page two of re po rt 
♦★Listed on page two of report 


Supervisor Approval 


Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


204302353S 




tHTIE MAIL I 
- EME 2 - 


'& 08 L& 


NAME 


SCREAMER/ 16 DIGIT OCR CODE 

UNDERAGE IF AVAHABIZ 


DATE SENT 

to m 


RECEIVED 
BY EM 


Examples 
Kelly Tobin* 

Tcro Beere* 

Brian Smith* 


Underage 

Underage 

Screamer 


3210156291481234 

3080341856239381 

3210300123563824 


3/2/92 

3/7/92 

4/2/92 


♦Names will be cumulative and will appear on all future reports 
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Philip Morris Direct Marketing 

Supplier Set-Up/Change 

Please forward completed forms to PM Direct Marketing Database Manager, 120 Park Avenue - 
5th Floor, New York, New York 10017. Fax: 212-907-5351. 

Ql This is a New Supplier (complete entire form) 


CD This is a Change to a current Supplier 

(complete only that which has changed) 

Originated By: _ 

Agency 


Q Supplier will Receive Output Only 

CD Supplier will Provide Input Only 

O Supplier will Receive Output and 
Provide Input 

Date: / / 


Requester Name 


Full Supplier Name: 


(Up to 40 Characters) 


Supplier Number:_ 

(Assigned by 

Database 

Manager) 


Address and Contact Name Information - Address provided must be the address to which tapes 

or other output are to be sent. 

Supplier 

Street Address: _ 

(Up to 30 Characters) 


(Up to 30 Characters) 


City: _ State: _Zipcode:_ 

(Up to 28 Characters) 

Contact Name: _ Contact Phone #: (_)_-_ 

(Up to 40 Characters) 

Tape Specifications/Capability 

Storage Medium: Q IBM 3480-Compatible Cartridge (PM Preference) D Tape 

Tape Density: O 6250 BPI (Only density for Output, PM Preference for Input) 

CD 1600 BPI (Acceptable for Suppliers Providing Input Only) 

Maximum Block Size _Note: PM Prefers a Block Size Approaching 32,000 Bytes 

Miscellaneous Information 

Can Supplier Accept Saturday Delivery? O Yes Q No 

Does Supplier have any special requirements about which PM should know? Specify below: 


to 

o 

to 

o 

to 

to 

ZP. 

© 


SAC 
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Philip Morris Direct Marketing 

Tape Return Transmittal Sheet 


Date: /• / 

i 

Tape Librarian 
Philip Morris, U.S.A. 

4200 Deepwater Terminal Road Supplier Name: _ 

Building 43-G 

Richmond, Virginia 23234 Supplier Number: _ 

Prepared By:_ 

Phone Number: _ 


Enclosed, please find Philip Morris tapes which we are returning. These tapes are identified as 
follows: 

PM PM # of Reels # of Cartridges 

Emgdt Tape Numbers Returned Returned 

__ _ ! 


TOTAL 





Su pplier Please Distribute a Copy of this form to; 

PM Direct Marketing in New York 
Responsible Agency 

PMDM Tap# Return Transmittal 
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Philip Morris Direct Marketing 

Tape Return Transmittal Sheet 


Date: 


Tape Librarian 
Philip Morris, U.S.A. 

4200 Deepwater Terminal Road Supplier Name: _ 

Building 43-G 

Richmond, Virginia 23234 Supplier Number: 

Prepared By:_ 

Phone Number: 


Enclosed, please find Philip Morris tapes which we are returning. These tapes are identified as 
follows: 

PM PM 

Prog. # Tap e Numbers 


# of Reels # of Cartridges 

Returned Returned 


TOTAL 



Su pplier: Please Distribute a Copy of this form to; 

PM Direct Marketing in New York 
Responsible Agency 

PMDM Tap* Return Tmumittal 


to 

o 

CO 

© 

to 

CO 

CTJ 

tfs. 

to 
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Philip Morris Direct Marketing 

Tape Return Transmittal Sheet 


Tape Librarian 
Philip Morris, U.S.A. 

4200 Deepwater Terminal Road 

Building 43-G 

Richmond, Virginia 23234 


Date: / / 

Supplier Name: _ 

Supplier Number: _ 

Prepared By:_ 

Phone Number: _ 


Enclosed, please find Philip Morris tapes which we are returning. These tapes are identified as 
follows: 

PM PM # of Reels # of Cartridges 

Prog.# Tape Numbers Returned Rfi.tHin.ed 


TOTAL 


Su pplier: Please Distribute a Copy of this fonnlm 

PM Direct Marketing in New York 
Responsible Agency 

PMDM T*p* Return Transmittal 
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Philip Morris Direct Marketing 

Tape Return Transmittal Sheet 


Tape Librarian 
Philip Morris, U.S.A. 

4200 Deepwater Terminal Road 

Building 43-G 

Richmond, Virginia 23234 



Supplier Name: _ 
Supplier Number: 

Prepared By: _ 

Phone Number: 


Enclosed, please find Philip Morris tapes which we are returning. These tapes are identified as 
follows: 

PM PM # of Reels # of Cartridges 

Prog. # Tape Numbers Returned Returned 


TOTAL 



Su pplier: Please Distribute a Copy of this, form to; 

PM Direct Marketing in New York 
Responsible Agency 

PMDM Tip* Return Tnrumittai 
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Philip Morris Direct Marketing 

Outside Tape Transmittal Sheet 


Date: 


/ 


Tape Librarian 
Philip Morris, U.S.A. 

4200 Deepwater Terminal Road Supplier Name: 

Building 43-G 

Richmond, Virginia 23234 Supplier Number: 


This Tape is to be input into job: G MDA010 - (For Tape Reel Input) 

G MDA020 - (For IBM 3480 - Compatible Cartridge Input) 

Processing Information ——— ———~ — 

Dataset Name: P.F1835JMDAF01AA 

Volume Serial No.(s) _,___, __,_ 


LRECL: 700 BLKSIZE: _ RECFM: FB 

Description: 

Retain On Site: G YES G NO 

Other Pertinent Information 

Record Count: _ 

Comments: __ 


Tape Return Information: Tapes will be returned via UPS unless otherwise instructed. 


Please Return Tape To: 



NAME: 

ADDRESS: 


CITY, STATE, 23PCODE: 

PHONE#: 


Su pplier: Please Distribute a Copy of this form attached to the Data Input Report(s) to: 

PM Direct Marketing in New York 
Responsible Agency 

PMDM Outside Taps Tmwni ttal 


isD 

® 

rf* 

CO 

O 

to 

CO 

CT 

C 71 
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Philip Morris Dirsct Marketing 

Outside Tape Transmittal Sheet 



Tape Librarian 
Philip Morris, U.S.A. 

4200 Deepwater Terminal Road Supplier Name: 

Building 43-G 

Richmond, Virginia 23234 Supplier Number: 


This Tape is to be input into job: G 

□ 


MDA010 - (For Tape Reel Input) 

MDA020 - (For IBM 3480 - Compatible Cartridge Input) 


Processing Information 

Dataset Name: P.F1835.MDAF01AA 


Volume Serial No.(s) 


LRECL: 700 BLKSIZE: _ RECFM: FB 

Description: _ f _ 

Retain On Site: □ YES □ NO 

Other Pertinent Information 

Record Count: _ 

Comments: _ 


Tape Return Information: Tapes will be returned via UPS unless otherwise instructed. 

Please Return Tape To: NAME: ___ 

4 . ADDRESS: __ 


CITY, STATE, ZIPCODE: 


PHONE#: _-_-_ 

Su pplier Please Distribute a Copy of this form attached_to the Data. Input RePOrt(s).tfli 

PM Direct Marketing in New York 
Responsible Agency 

PMDM Outsd* Tap* Trrardttal 


to 

© 

rfs* 

CO 

o 

to 

w 

cn 

oc 
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Philip Morris Direct Marketing 

Undeliverable Mail Transmittal 

Date: 


Ms. Lois Arseneau 
Promotional Services Center 

3 Stuart Drive Supplier Name: _ 

Kankakee, Illinois 60902 

Supplier Contact 
Supplier Number: 


Enclosed is Undeliverable Mail as returned to us by the Post Office for the programs and in the 
quantities as follows: 

PM PM # Return Postage 

Pm g .» Pro gram Name Returned Paid 

__ $ _ 

___ _ $ _ 

___ _ $ _ 

__ $ _ 

__ _ $ _ 

TOTAL_ $_ 

Su pplier: Ship Undeliverable Mail Weekly. Pleas e Distribute a COPY Qf this fonn J Qi 

PM Direct Marketing in New York 
Responsible Agency 

PMDM Und*Hv«r*bU Mail Tr*Mmitt*l 



Source: https://www.industrydocuments.ucsf.edu/docs/zjmlOOOO 


2043023547 



Philip Morris Direct Marketing 

Undeliverable Mail Transmittal 

Date: / / 


Ms. Lois Arseneau 
Promotional Services Center 
3 Stuart Drive 
Kankakee, Illinois 60902 


Supplier Number: 


Supplier Name: . 
Supplier Contact 


Enclosed is Undeliverable Mail as returned to us by the Post Office for the programs and in the 
quantities as follows: 

PM PM # Return Postage 

Prog.# Program Name Returned Paid 

__ $ _ 


$. 


$. 


$. 


$. 


TOTAL_ $. 


Su pplier; Ship Undel iverable Mail Weekly. Please Distribute a.CoPV of. this form tQi 

PM Direct Marketing in New York 
Responsible Agency 

PMDM UivUttvcnbte Mail Tnnantttal 
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Philip Morris Direct Marketing 

Undeliverable Mail Transmittal 

Date: / / 


Ms. Lois Arseneau 
Promotional Services Center 

3 Stuart Drive Supplier Name: _ 

Kankakee, Illinois 60902 

Supplier Contact 
Supplier Number: 


Enclosed is Undeliverable Mail as returned to us by the Post Office for the programs and in the 
quantities as follows: 

PM PM # Return Postage 

Prog.# Pro gram Name Returned Raid 


__ $ __ 

__ $ __ 

___ _ $, _ 

___ _ $ _ 

__ $ _ 

TOTAL_ $_ 

Su pplier: Ship Undelive rable Mail Weekly. Please Distribute a Copy of thisfonnJa; 

PM Direct Marketing in New York 
Responsible Agency 

PMOMUiMfattvmbUMaflTntuRittet V 90 
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Philip Morris Diroct Marketing 

Undeliverable Mall Transmittal 



Ms. Lois Arseneau 
Promotional Services Center 

3 Stuart Drive Supplier Name: 

Kankakee, Illinois 60902 

Supplier Contact: 
Supplier Number 


Enclosed is Undeliverable Mail as returned to us by the Post Office for the programs and in the 
quantities as follows: 

PM PM # 

Prog.# Program Name Returned 


TOTAL 

Supplier Ship Undeliverable Mail Weekly. Please Distribute a Copy of this form to: 

PM Direct Marketing in New York 
Responsible Agency 

PMDM Uaddtvmfak Mail TrwUHil S/90 


Return Postage 
Paid 

$ _ 


S. 

$. 

$. 


me- 
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Philip Morri* Direct Marketing 

Undeliverable Mall Transmittal 

Piter / / 


Ms. Lois Arssneau 
Promotional Services Center 

3 Stuart Drive Supplier Name: _ 

Kankakee, Illinois 60902 

Supplier Contact 
Supplier Number: 


Enclosed is Undeliverable Mail as returned to us by the Post Office for the programs and in the 
quantities as follows: 


PM PM 

Prog, i Program Name 


» 




id 


Return Postage 

Paid 


_ _ $. 

_ _ $. 

_ _ $. 

_ 5 . 

_ _ $. 

TOTAL_ $. 


Supplier Ship Undellverable Mali Weekly. Please Distribute a Copy of this form tor 

PM Direct Marketing in New York 
Responsible Agency 

PMOMUaMhmabkMdftMtfttl */■ 
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